MYSORE GOVERNMENT 
SANDALWOOD OIL 


Distilled at our Linden, N J., Plant from Santalum Album (Linné) 


The delightful effect imparted by genuine 
Mysore Oil cannot be satisfactorily duplicated 
by any natural or synthetic material. 


In original sealed and serially numbered containers only. 
° 
Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


VELIZAR BAGAROFF 
OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of 


your consideration. 
e 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


Our universally esteemed Trade Mark: 


"2" Ofdefte Sffence Diftillers” 


indicates long experience in the scientific distillation of Essential 


Oils, and is recognized as a guarantee of their supreme quality today. 


W. J. BUSH & CO. 


LONDON - MITCHAM - NEW YORK, N. Y. +  MESSINA + GRASSE 
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ESTABLISHED 1845 


BRICOUROFF & Co. 


SOFIA, BULGARIA 


PURE OFFO OF ROSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 
EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 
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Package-Convenienee 


builds User-Preferenece 


Tube closure at left by No-Kap Closures, Inc. for Harriet Hubbard Ayer, Inc. 


BAKELITE CORPORATION, 247 PARK 
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A THOUSAND 


ao an important sales ad- 
vantage to be gained by making 
your product easy-to-use. W hen com- 
petitive products equal yours in 
consumer acceptance, the adoption 
of a well-planned “convenience” 
closure, alone, may swing the sales 
balance definitely in your favor. 

New opportunities to employ 
effective convenience closures have 
been opened through the use of 
Bakelite Molded. These molded 
closures may be formed in practi- 
cally any shape, size, design or color. 
Their resistance to moisture, oils, 
alcohol and most chemicals permits 
constant contact with the contents, 
without corrosion or defacement. 

In addition to these utility values, 
Bakelite Molded closures possess a 
fine permanent lustre that increases 
the eye-appeal of packages. Their 
substantial, pleasant “feel” implies 
quality packaging of a quality prod- 
uct. The illustration shows a few 
of the many leading products which 
now employ Bakelite Molded con- 
venience closures. 

Even where convenience features 
are not appropriate to the product, 
Bakelite Molded closures in stand- 
ard or special decorative designs 
furnish added display value. Their 
ease of removal and replacement 
also builds customer good-will. We 
invite you to learn what they have 
accomplished for other manufae- 
turers. Write for our booklet 6C, 
“Restyling the Container to Increase 
Sales.” 


AVENUE, NEW OCGA, 8.2. 


BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin 


LITE 


Street, Toronto, Ontario, Canada 
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= T WAS two by the clock when he came to 
the bridge in Concord town.’”’ 


So runs the Longfellow poem about Paul 
Revere. 

But did Paul Revere ever reach Concord 
on that fateful night of April 17, 1775, when 
he was off like a shot on his eager steed to call 
the patriots to arms —to spread the alarm ‘““through 
every Middlesex village and farm’’? 

It seems to have been true enough that he stood 
on Charlestown shore, awaiting a signal from the 
belfry of North Church tower to tell him of the 
movements of the British. 


But the poet’s account of Revere’s ride does not 
quite check with documented historical records. 
The truth appears to be that Paul did not reach 
Concord at all. Around midnight, he gave his 
message of warning to Samuel Adams and John 
Hancock—two great old boys—at Lexington where 
they had fled to avoid arrest. At Lexington, Paul 
was joined by William Dawes and Dr. Prescott 
who were on a similar errand, to spread the alarm. 
These three set out together for Concord. But 
they had gone only a short distance when Revere 
was captured by British scouts and taken back to 
Lexington a prisoner. The other two contrived to 
escape and got to Concord where they told the 
exciting news. 

But Paul Revere had the right idea. It wasn’t 
his fault that he failed to reach Concord that 
night. He represented the spirit of the nation. 


@ ¢@ ¢ @ Science and industry today look to the 
name of Rossville—‘‘the Spirit of the Nation’’ 
for the finest alcohols the world has ever pro- 
duced. Write for complete details about the 
type of Rossville Alcohol best suited for your 
particular purpose. 
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FINE ROSSVILLE ALCOH 
BRANCH OFFICES AND 
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Fe JR YEARS our Rhodinol Coeur, Geraniol Coeur, Linalool 
Coeur have been the standard by which discriminating buyers | 
judge quality. 
Now joins this merit 
class. 
Don’t take our word for its superiority but test it yourself. First for 
odor. You will find it totally free from any unpleasant impurities. 
Then the chemical analysis. This shows no trace of esters, no chlo- 
rine, a specific gravity of 1.0230, a refractive index of 1.5327 and a 
solubility of 1 in 50 parts of water. This extremely high solubility is 
the concluding proof of its extreme purity. 
No other commercial product equals those tests; we know of only 


one imported product that equals them but its price is far higher. 


PHENYL ETHYL ALCOHOL COEUR sstands supreme and 


is offered at the price of the ordinary quality. 
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Manufacturers and Importers of Aromatic Essentials 






AROMATIC CHEMICALS—ESSENTIAL OTLS—FLAVORS—PERFUME SPECIALTIES-§ C 
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What you can count on with PERROL 


1—By itself, a wonderful cream odor. 

2—By itself, a beautiful flowery perfume. 

3—Extremely fine powder odor when modified for the purpose. 

4—Above all, a most valuable ingredient in your own compositions where you want 
the real foweriness of fresh cut blossoms. Not any one flower, but the dewy fresh- 
ness of a morning bouquet. Use it 5% to 35% in flower compositions. 


Send for samples 


S > 


|} -Haebler, Inc. 


Is 315 FOURTH AVENUE, NEW YORK 


S-§ Chicago Toronto Los Angeles FACTORY, ELIZABETH, N. J. 





December, 1936 7 


“Service for the Trade Exclusively” 















COMPACTS 


ROUGE and POWDER 
(More than 150 tints) 
* 
LIPSTICKS 
(All indelible shades— 


consistencies a la mode) 
& 
CREAM ROUGE 
(All shades) 
= 


EYE SHADOW 
(All shades) 





























e 
EYEBROW PENCILS POWDER PUFFS 
onsen. One of the cardinal reasons for 
MASCARAS the popularity of our powder 


puffs is that we never lose sight 
of the fact that it is the women 


we have to please. 





We know that women prefer 
those things that are not only 
serviceable and appropriate but 


also things that are attractive in 
All our products guaranteed 
for chemical purity. For your 
further protection, Products 


appearance. It is this knowledge 
that has brought Oxzyn powder 


Liability Insurance carried. puffs to their present popularity. 


XZYN COMPANY 


In business since 1877 





Originators of Natural Rouges 


New York Office Canadian Office 
154 -llith Ave. 103 Ottawa St. 
WaAtkins 9-0280 Walkerville, Ont. 
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e these two famous 
powder cans ... and we show them on this month’s front cover only 
to remind you how vividly the quality of a product can be brought home 
to the consumer by the quality of Canco lithography. Does your con- 
tainer say the right things about your product? Canco is the right place 


to come for one that does. 


AMERICAN CAN COMPANY 


The world’s largest manufacturers of metal and fibre containers 


230 Park Avenue New York, N. Y. 
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Handsome double-shell 
CASEAL, with tin or 
aluminum liners. Lith- 
ographed with individ- 
ual designs or in plain 
colors. 


The Duo Oval 


Design Pat. No. 90023 







@ There is a close and vital relation between packaging and turnover. 
The Owens-Illinois representative will give you dozens of examples 
to prove it. One kind of package plays a perpetual role in invento- 
ries, another is always the leader on the sales sheet. One performs 
the single function of containing the product, the other is a SALES- 
package, built to get customer action and quick turnover. 

Your product deserves a Salespackage. You can rely upon the Com- 
plete Packaging Service of Owens-Illinois to create a real SALES- 
package for you—to coordinate quality glass containers, closures, 
labels, cartons and cases into an efficient selling unit that will carry 
a big share of the sales load. Owens-Illinois diversity of operation 
with twenty-four plants assures prompt service. .. Call or write the 
nearest Owens-Illinois branch office in most principal cities or 


OWENS-ILLINOIS GLASS COMPANY - TOLEDO, OHIO 


ners and _Losures 
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ROSE OTTO “Schimmel & Co.”, free from stearoptene, 

based on the natural product, the result of an exclusive Schimmel method. It is used by many 

of the more discriminating houses who demand consistent uniformity in bouquet and strength . . . 

because they know steady consumer demand depends on a rose fragrance that does not vary 

with each season. Schimmel ROSE OTTO is a thoroughly satisfactory substitute for the genuine 


oil achieved through years of continuous research such as only Schimmel laboratories provide. 


SCHIMMEL « co., inc. 


601 WEST 26th STREET « NEW YORK. N.Y. 


822 SAN JULIAN STREET * LOS ANGELES, CAL. 
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A U.S.P. OIL FOR THE 
AMERICAN TASTE 


FROM CALIFORNIA 


[sag —— a sr 
COLD PRESSED AND 
CLARIFIED 


AS ALL OTHER LEMON OILS COMBINED 


Pa guality and right price have made 
Exchange Brand Oil of Lemon, U.S. P., the 
unquestioned leader in the United States. 


It is made in the world’s largest plant devoted 
exclusively to lemon products. Nowhere else are 
there the facilities to keep production quality so 
uniform. Nowhere else has the American taste 
been so successfully met. 

Be sure to specify it by name: Exchange Brand 


Oil of Lemon, U.S. P. (Clarified). 


Sold to the Americ an market exclusively by 
DODGE & OLCOTT COMPANY e FRITZSCHE BROTHERS, INC. 
180 VARICK STREET, NEW YORK, N.Y 76 NINTH AVENUE, NEW YORE, N.Y 
Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


HANGE LEMON PI UCTS COM PANY 


siuiornia 





Copr 936, Ca rnia Fruit Growers Ex ance, Products Dept 
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AS THE YEAR ENDS 


OON the final entry will be made, the page will 
be turned and the events of 1936 will become another 
completed chapter for history, to mellow with the ages, 
and in the light of future recordings, to assume its right- 


ful significance and proportions. 


Looking over our own record for the past year we find 
a balance that is at once gratifying and substantial. In- 
cluded in this are the numerous individual, technical 
and scientific contributions of our personnel with their 
inevitable accompaniment of increased patronage and 


strengthened customer-relationships. 


To these—our patrons and our personnel, who have 


contributed not only to a better year but to a better 





future—we extend warmest thanks and appreciation. 
Also the very sincere wish that they participate in the 
best of whatever the future may hold—/+hat toward 
which ¢heir efforts have been directed so fully and so 
faithfully. 


FRITZSCHE BROTHERS, Inc. 
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OST perfumers know it; all successful perfumers apply it; and their best 
selling compositions reflect its vital note in their superior fragrance. What is this key? 
Simply the complete, unadulterated odor principle of the flower, just as Nature made 
it, and as it is found in its purest and most concentrated form—in our Seillans 


The wisdom of using these exquisite materials is best emphasized by summarizing their 
advantages: 


—Unbiased authorities who have put these mate- 
rials through the most exhaustive tests have volunteered the opinion that our Seillans 
Liquid Absolutes are the finest natural flower extractions they have ever examined. The 
care with which we produce these oils predetermines this verdict. The further fact that 
every stage of their production takes place in our plant in Southern France, heart of the 
flower growing district, under ovr own exacting supervision, enables us to guarantee 
as absolutely pure and free from adulteration every ounce of floral essence sold under 
cur name. 


—Being floral essences in their purest, most highly concen- 
trated form, there is economy in the smaller percentage required to impart full, last- 
ing, lifelike fragrance. Then, too, by ordering direct from the actual producer, that 
profit which would go ordinarily to the middleman, benefits instead the customer. 


Here, then, is the key to better perfuming: Enrich your perfume compositions with 
natural floral extractions, and, for the sake of economy and finest quality, use 


FRITZSCHE’S SEILLANS ABSOLUTES exclusively! 


FRITZSCHE 





118 WEST OHIO ST. CHICAGO, 








* 
erh, unc. 


816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORK, N.Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 








ILL. 


NEW! 


HIS Oil of Labdanum differs from ordinary labdanum in two 
very important respects: First, it is free from objectionable color; 
second, it is free from those inert ingredients of the gum which make 
its use impracticable in many applications where it would find useful 


employment otherwise. 


The special process by which our OIL LABDANUM EXTRA FINE 
SEILLANS is now being distilled produces an oil rich in its essential 
characteristic—a clean, amber-like note, extremely powerful, highly 
refined and almost colorless. It represents the true, oderiferous prin- 
ciple of the labdanum gum in its purest, most concentrated and con- 
venient form. A solution of only 5‘, of the Oil in alcohol or other 
reliable solvent will prove its exceptional strength and quality. 

For suggestions as to the application of OIL LABDANUM EXTRA 
FINE SEILLANS to your particular needs, write our Special Per- 
fumery Division explaining briefly the nature of your product or 


problem. 


FRITZSCHE BROTHERS, Ine. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
08 Standard Building 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA PHILADELPHIA, PA LOS ANGELES, CAL. SAN FRANCISCO, CAI 


813 Louisiana Building 2 South 12th Street 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 





Wiss Cmnerice 
amon 44 


When Miss and Mrs. America buy beauty aids—they demand and get pure products. Which is 
why Pfaudler Glass-Lined Mixing and Storage Equipment is so widely used in the cosmetic and 
allied industries. It protects the product from discoloration due to dissolved metals. Pfaudler 
processed cosmetic creams have just the right color and smoothness and are free from semi- 
solids and occluded air pockets. For drugs, pharmaceuticals and allied products, a wide variety 
of glass-lined mixing and storage equipment is available. Catalog 757 describes glass-lined steel 
for the drug, cosmetic and allied industries. Your copy awaits your written request. 


THE PFAUDLER CO., 1501 GAS & ELECTRIC BLDG., ROCHESTER, N. Y. Factories: Rochester, N. Y., Elyria, O. Branches: New York 
Chicago, Philadelphia, Elyria, O., San Francisco and Los Angeles \Pfaudler Sales Co. 


MEETS 
THE 


ACID 
TEST 


PRAUOLE GLASS LINED eOUIPMEN 


December, 1936 17 






























Improve the 
Appearance of Your Package 






with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, taleum and tooth powder, bath 
salts, etc. @ Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN,N.Y. 


FOxeroft 9—3900 








Phone: 


No. 72 —43 M/M Bath Salt Cap No. 238 —15 M/M TalecumCanTop No. 282*—24 M/M Screw Cap 

No. 140 —35 M/M Sifter Top Cap No. 240 —14% M/M Square Slip Cap No. 291*—22 M/M Screw Cap 

No. 150 —13. M/M Screw Cap No. 249 —144%4 M/M Screw Cap No. 292 —-28% M/M Flask Cap 

No. 185 —15144 M/M Screw Cap No. 250 —12 M/M x 23% M/M No. 295 —1342 M/M Slip Cap 

No. 186 —44. M/M Fancy Bath Salt Cap Oval Slip Cap No. 298*—38 M/M Talcum Cap, 

No. 188 —2314 M/M Taleum Can Top No. 251 —-15 M/M Screw Cap Sifter Top 

No. 200 —28 M/M Sifter Top Cap No. 257 —12 M/M x 23% M/M No. 300*—18 M/M Screw Cap ' 

No. 0200 —28 M/M One Piece Cap Oval Slip Cap No. 317 —11_ M/M Slotted Slip Cap 

No. 215 —191%4 M/M Talecum Can Top No. 258 —40 M/M Bath Salt Cap No. 323 —45 M/M Bath Salt Cap 

No. 230 —13 M/M Screw Cap No. 264*—20 M/M Screw Cap No. 324*—45 M/M Cream Jar Cap 

No. 232 —13. M/M Screw Cap No. 267 16 M/M Slip Cap Same design as No 

No. 234 —10%4 M/M Screw Cap No. 269 —44 M/M Bath Salt Cap 323. ; 

No. 236 —19% M/M Slip Cap No. 281 —1l1 M/M Slip Cap 4 No. 327*—43 M/M Same design as 
*FITS G. C. A. No. 400 GLASS FINISH No, 324. 
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our best wishes 


Dpy New Year. 


CHICAGO DALLAS LOS ANGELES MONTREAL SAN FRANCISCO TORONTQ 






Superior on Every Point 





According to Tests 


Made by Leading 
Analytical Laboratory* 


The report of the world’s foremost analytical labo- 
ratory shows that lipsticks produced according to 
the new APLI formula ‘Series 300” are superior 
on every point. 

They resist the most trying atmospheric condi- 
tions without sweating or bleeding. They apply 
more smoothly, more evenly and with less pressure. 
The colors, of the highest purity, far exceed present- 
day standards. 

These new lipsticks are now being featured by 
all APLI clients. And, after exhaustive consumer 
tests, have recently been adopted by two distin- 
guished national advertisers. We will be pleased 
to furnish samples for your personal examination. 


*Laboratory name and report supplied on request. 


AMERICAN PERFUMERS’ LABORATORIES, INC. 


Private Brands Exclusively 
114 Fifth Avenue, New York, N. Y. 
In Canada: 1015 St. Alexander St., Montreal, Que. 
ROUGE - CREAM CHEEK ROUGE - FACE POWDER + LIPSTICKS - EYE SHADOW - COSMETIQUE 
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CompLetELy fin- 
ished products, con- 
taining all necessary 
fixation. They have a 
universal use. Can be 
used for lotions, toilet 
waters, perfumes, 
creams, powders, bath 
salts, soaps and better 
grades of hair po- 
mades. 


Se 


Use them as a base 
for your particular 
creations. 


Send for trial ounce, 
$0.70 per oz. 


15 E. 30th ST., NEW YORK CITY -- FACTORY - SPRINGDALE, CONN. 


ATLANTA CHICAGO BOSTON 
284 MARIETTA ST. N. W. 205 WEST WACKER DRIVE 80 BOYLSTON ST. 
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YOUR PRODUCT 


in one of these five Carr-Lowrey bottles... A hand 
lotion? An after-shaving lotion? A liquid shampoo? 
A cologne? A nail polish? ...Let us show you samples 
of those which seem most suitable to the use you have 


in mind. We think you'll also find them pleasingly priced. 


CARB-LOWREY GLASS CO. Factory and Main Off 


NEW YORK OFFICE: 500 FIFTH AVE., Room 1427, 
CHICAGO OFFICE 1502. MERCHANDISE MART, 


ice: BALTIMORE, MD. 


Telephone: CHickering 4-()592 
Telephone: WHitehall 4526 
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( YIVAUDAN is famous for origi- 

nality in the development of 
better and more efhcient products. 
But originality is not the whole story. 
Givaudan owes its reputation to care- 
fully perfected methods and processes 


that insure the highest standards ot 


purity and uniformity. Our purpose is 


to help you keep your’ production 
trouble-free. The following examples 
of skillful research and carefully di- 
rected production technique deserve 


your consideration. 


PHENYL ETHYL ALCOHOL—A gua: 


inteed pure produc t. 


LAURINE 100°, (Hydroxycitronellal 
100‘. )—Entirely tree from all terpenes 


and foreign aldehydes 


TERPINEOL PRIME # | its odor qual- 


itv is unexcelled. It is the “Prime #1” 


lerpineol available today. 


BUXINE Amyl Cinnamic Aldehyde) 
Because of the consistent dependability of its 
high quality, Givaudan’s Buxine continues 


to increase in popularity. 


MUSKS—Givaudan’s Musk Ambrette, 
\MIusk Ketone, Musk Xylol, Moskene and 
Musk ‘Tibetene are the standards by which 


. 
all musk quality is measured. 


Sam ple s on request. 


er ae 


DELAWANNA 


Se ee 


Branches Philadelphia 


New Orleans 


Gt Tiaerele) 


AVENUE, 


NEW Lee. 


Los Angeles Cincinnati Detroit 


San Francisco 


Seattle 





a. 


_& 
Orlin 
Montreal 


pike ae 


Baltimore 
Havana 


@ Immortal in its popularity—ageless in its appeal—Gardenia, by Norda, 


is of distinctive character, entrancing fragrance and unusual strength. 


Samples and prices on request. 


~ 
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ESSENTIAL OIL ann CHEMICAL COMPANY 


INCORPORATED 
New York Office Chicago Office 
601 W. 26th St. 325 W. Huron St. 
St. Paul Office Canadian Office Southern Office Los Angeles Office 
Pine and E. 3rd Sts. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 685 Antonia Ave. 
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Unvar¥ing character 
Absolute’ freedom fron 
impurities ¢« No trace of 
foreign odors to alt 
fidelity of aroma « Ideally 
“The Right Spirit” for tl 


purposes of the perfu 


Whatever Alcohol You Require, 
We Make The Best Of It 


Empire Distilling Corporation 
Yonkers, New York 
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AMBRE V-51 

AMBRE SYNTHETIQUE SOLIDE 
AMBREINE “Vv” 

AMBRE EXTRA FINE 


OPAFLORA 
OPOPANAX N-100 


K 


AND THESE AMBRE 
MATERIALS 


IRONAL METHYL DELTA 
IRONAL METHYL 
VETIVEROL ACETATE 
AMBRETTOGENE 
LABDANOL 
SANTALOOL 

and OTHERS 


































in Ambre. Verley products are avail- 
able in a range of prices offering a 
Verley, you will selection for almost any conceivable 
find the wide variety of Ambre mate- purpose. See the two pages of Ambre 





rials you need for originality and dis- | suggestions in the new Verley price 
tinction. We have specialized for years book. Write for samples and prices. 


beet ele 


ALBERT VERLEY, INC., 1] East Austin Avenue, Chicago, Illinois 
114 East 25th Steeet. New York « Mefford Chemical Co., Los Angeles 





OUT NOVEMBER 19th 
BUT... 


THE NEW LIFE WAS BORN BEFORE 


No crystal-gazer, LIFE, the weekly picture 
magazine, withholds any prophecy of how 
successful an advertising medium it will be. 


* * * 


But certain prenatal facts about LIFE 
reveal tangible evidence that will probably 
interest advertisers: 


* * * 


ORDERS: LIFE has on its books pre- 
publication orders for over 1000 pages of 
advertising : 

CIRCULATION: On its subscription gal- 
leys LIFE has 201,645 subscribers. 


PICTURES have been a vital stock in 
trade of LIFE’s parent organization, TIME 
Inc. TIME has made increasingly 
wide use of newspictures since its 
first issue in 1923. Fortune has ad- 


ADVERTISING OFFICES 


970 


“Oo 


ITS BIRTHDAY 


vanced the beautiful reproduction of pic- 
tures, and introduced to America Salomon’s 
candid camera. The screen’s March of Time 
in three years has taken, witnessed, and 
edited miles of fact picture film. 


PICTURE SOURCES: LIFE becomes a pic- 


ture magazine with access to pictures from 
all over the world, supplied by the leading 
picture agencies and by many well known 
photographers who have joined LIFE’s con- 
tributing staff. 


* * * 


In brief, LIFE does not predict its fu- 
ture, but as it comes into being Thursday, 
November 19th, it feels it is in a position to 
assure advertisers that it has done its pre- 

liminary best to make itself as good 
a magazine and advertising medium 
as possible, 


135 EAST 42ND ST., NEW YORK 
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Wintet comes 





r Me the season of heavy 


scents draws to a close, du Pont 
offers the perfumer and the cos- 


metic maker a new Spring odor. . 


Bouquet 1937 


MMT; Lilet Ott See LL Ll: Bob 
fresh Spring flowers. Bouquet 1937 is 
manufactured under the most rigid con- 
ice) rT are | Pe iG CTT Me eee iT) 


high quality. 


BOUQUET 1937 


For Perfume and Toilet Water . ; $25.00 Ib. 
For Face Powder and Talcum . . toys 
For Creams and Lotions bs 3 10.50 Ib. 


-E. 1. DUPONT DE NEMOuRS & COMPANY, INC. 


Fine Chemicals Division 


Ole ee te co Wilmington © Delaware 


AGENTS FOR SOCIETE DES USINES CHIMIQUES RHONE-POULENC 











nE. DON’T BELIEVE 
in carrying water on 


both shoulders.... 


A company, like an individual, has character 
and personality. It earns your regard by its 
policy and its deeds. It has always been the 
fixed, rigidly adhered to policy of HELFRICH 
LABORATORIES to have no brands or 


trade-marks of its own; to manufacture no 


products which are sold in competition with 


its Customers. a] & L FR i CS H 
PRODUCTS 


You can be sure, when you entrust your 


private brand business to us, no question of ROUGE 
LIPSTICKS 


COSMETIQUE 
in the way of giving you the best we have, EYE SHADOW 
FACE POWDER 


divided loyalty or divided interest will stand 


HELFRICH iasoratories 


564-570 W. Monroe St, CHICAGO 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. HELFR ICH LABS. OF N. a INC. 


HERBERT J. BITTMAN, 318 People's Bank Bidg., Seattle, Wash. 
HERBERT F. CROEN, 82 Pryor Street, S. W., P. O. Box 907, 30-34 West 26th St. N EW Y O ~ K 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif 


Atlanta Ga. 


HELFRICH LABORATORIES 
690 King Street West TORONTO 
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The 


DAIDGTPORT coor 


BRIDGEPORT, CONNECTICUT *® TEL. BRIDGEPORT 33-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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coring more Goals 


The game of sampling and packaging is never-ending. 


On and on, to bigger and more profitable victories, 
speed the nation’s packaging leaders — gaining new 
territory and new consumers through the use of 
Kimble Glass Vials. 

Every day you meet these packaging successes 
face to face — perfumes, proprietaries, chemicals, drugs, 
foods, candies —colorfully and scientifically protected 
by Kimble Glass Vials—and they’re “going places” 
with amazing strides. 

Kimble Vials— with their perfect transparency, their 
vest-pocket and handbag convenience, and their unlim- 
ited adaptation to unusual closures—are today’s choice 
of those who set the pace in sampling and packaging. 

Don’t gamble with popularity and sales. Be sure! Pack- 
age and sample in Kimble Vials, and increased profits 


will come automatically. CONSULT KIMBLE FIRST! 


K\ KIMBLE GLASS COMPANY. - - VINELAND, N. J. 


NEW YORK -+-CRICAGO> FHILADELPHIA<+~ DETROIT: &8COSTON 


December, 1936 33 





@ GREATEST BOOM'’™ 


the United States has ever enjoyed 


HAT is how an editorial in the 

October 1906 issue characterized 

conditions thirty years ago, the 

first year THE AMERICAN PER- 

FUMER started functioning as 
the only publication devoted EXCLU- 
SIVELY to the merchandising and manu- 
facture of Cosmetics and Toilet Prepara- 
tions. 

To quote: “There is a boom all along 
the line. The merchant who can get all the 
goods he wants promptly is fortunate in- 
deed. The manufacturer who does not 
have to send out many orders short- 
shipped must have been very far-sighted. 
We had occasion some time since to utter 
a word of caution to the perfumers urg- 
ing them to look ahead and provide for the 
needs which must be filled. . .. The autumn 
trade should be the best in all our history, 
and the perfumers, soap-makers, extract- 
makers should obtain their full share of 
business—if they are ready for it. There 
is still time to get to work.” 

Booms have come and gone since then. 
Industries have sky-rocketed upwards and 
catapulted downward. Yet even during 
the recent depression the consumer- 
demand for cosmetics and toilet prepara- 
tions dwindled far less than the average 
for products of other major industries. 
Women continued to use perfume, creams, 
rouge, powder, lipstick, hair and body 


preparations. Men continued to shave, 
“gloss” their hair, and use soap when tak- 
ing their morning shower. 

This stability of demand has placed the 
cosmetic and toilet preparations industry 
in an excellent position to take full advan- 
tage of present improved business condi- 
tions throughout the country. In fact, this 
industry is already running 15 per cent 
and more ahead of last year’s sales volume. 

Some say that the United States is 
headed for the biggest boom of all time 
within the next few years. We don’t know 
about that. But we do know that business 
is good and getting better each day. And 
so we suggest that all with products, ma- 
chinery, raw materials, packages, labels, 
to sell “The perfumers, soap-makers, ex- 
tract-makers” get busy and tell their 
story in THE AMERICAN PERFUMER. 

You are entitled to your full share of 
business from this industry and we want 
you to have it. There is still time to get 
to work—if you make haste. And your 
message will be seen and read by those 
firms who do big cosmetic and _ toilet 
preparations business. We can cite no 
better proof than to mention an A.B.C. 
renewal percentage of 79.78 per cent. 

Consult THE AMERICAN PERFUMER 
—Cosmetics—Toilet Preparations, 9 East 
38th St., New York, N. Y.—A Robbins 


Publication. 
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With the feeling that there can be no 
better evidence of the service we aim 
to render to our patrons, we enumerate 
below the outstanding firms we represent. 





THE ATLANTIC 
REFINING CO. 


PHILADELPHIA - PA. 
260 South Broad Street 
PETROLEUM PRODUCTS 

White Mineral Oils U. S. P. 


for pharmaceutical use. 
Techinical for cosmetic uses. 
All gravities, all viscosities, 





BRAIDICH 


new YORK 
SPECIALTIES: 
Gum Arabic - Gum Karaya 
Gum Tragacanth 
Vanilla Beans - Tonka Beans 







THURSTON 


LOCHWOOD BRACKETT CO. 


BOSTON 
MANUFACTURERS AND IMPORTERS 


Castile Soap “Laco” 
Powdered - Granular - Bars 


—_—— 





COLGATE -PALMOLIVE -PEET CO. 


JERSEY CITY-NJ. 


Executive Offices - 105 Hudson Street 
GLYCERINE 
Chemically Pure U. S. P. - Dynamite 







xc. DRURY sco. 


'NCQORPQRATED 
219 E.NORTH WATER ST.-CHICAGO-ILL. 


HEINE & CO. 


NEW YORK 


52-54 Cliff Street 


Telephones BEekman 3-1535-1536 








NATURAL « ARTIFICIAL 
FLOWER PRODUCTS 


AROMATIC CHEMICALS 
AND ESSENTIAL OILS 
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J. MERO & BOYVEAU 


with works in Grasse. Mougins and Polonghera 





Established 1832 


NATURAL FLOWER PRODUCTS 


A 


CONCRETES e NATURAL LIQUIDS | 
ABSOLUTES . ESSENTIAL OILS | 
FIXODORS « SURFLEURS « EXTRAFLORS 
wn yma. “ 
FABRIQUES de LAIRE | 
Paris. France— Established 1878 
We offer a practically 
complete line of 
SYNTHETIC AROMATIC CHEMICALS | 
and 
SPECIALTIES FOR THE PERFUMERY | 
and SOAP INDUSTRIES | 


We guarantee uniform quality | 
and moderate prices. 


ee 


Sole American and Canadian Distributors: 
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To our friends everywhere 


we wish a 


and a Acw Dear filled with 


Jov and Contentment 


| Vern Hierry Christmas 
| 
| 


We extend our deep appreciation for the favors we have 
received during every month of the year now ending and 
we wish for each and every friend a greater share of the 


country’s prosperity ‘ 


J. MERO & BOYVEAU &X& 
W. SANDERSON & SONS Seay 


and 


DODGE & OLCOTT COMPANY 


Viakers of 


| 
FABRIQUES de LAIRE fia 
| 


Essential Oils, Oleo Resins, Flavors and Compounded Perfume Bases. 


180 Varick St. « New York 


Branches: Philadelphia, Boston, 
Chicago, St. Louis, Los Angeles _ 
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Ww .. . insure them with | 

\ a High Quality Product... | 
that is ALWAYS THE SAME 


HAT items get counter displays and window 
displays? The repeat items, of course. 

Retailers play the winners. 

Repeat sales mean lowered selling costs, MORE 
PROFIT ... a product of uniform quality. You 
cannot trifle with the confidence of the repeat buyer. 
If she notices a difference in the quality of her 
favorite face cream, she becomes suspicious 
SWITCHES TO SOMETHING ELSE. It costs 
double to get her back. 

To help you control your own product . . . to make 
it always uniform with no impurity or adulterant 
ever added .. . we offer you BEEHIVE BRAND 
BEESWAX. Guaranteed pure. Guaranteed always | 
the same. 

Our buyers select the world’s finest crude bees- 
wax. Our chemists test it for quality and purity. 
Then in our own plant it is bleached by sun and air 
nature’s own method. 

Every tablet of BEEHIVE BRAND BEESWAX 
is immaculately white . . . a clear, gleaming white | 
base for white creams. You can’t buy a better 
grade. | 


Write us today for complete information. 


BEEHIVES BRAND 


WILL & BAUMER CANDLE CO., INC. 
Established 1855 
Buckley Road, Syracuse, New York 
SPERMACETI CERESINE YELLOW BEESWAX 
COMPOSITION WAXES RED OIL HYDISTEAR | 











STEARIC ACID 
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Best wishes for a jouous 
Vuletide and a Happy and 
Prosperous New Wear to 


all our friends ~ ~ ~ ~ 
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PERFER TION 


COLLAPSIBLE baer and 
OTTLE SPRINKLER TOPS 


WHITE METAL MFG. COMPANY 


HOBOKEN, NEW JERSEY 
CHICAGO OFFICE: CH ES A. RINDELL, INC., 64 WEST RANDOLPH STREET 
omen OFFICE: R. M. STEVENSON, DONOVAN BUILDING 
NEW YORK OFFICE: F. L. BUTZ, 393 SEVENTH AVENUE 








Lett, Box No. 380-R 
Below, Box No, 318-R 


HESE gold and white round boxes for the Adri- 
enne line, one for face powder, the other for bath 


powder, are typical Rowell boxes in quality con- 


struction, quality design, quality appeal. . . . The 


half-fine gold band at base, the raised gold print- 
ing on the sides and the gold design on top make 
a perfect contrast with the soft-texture, wedding- 
invitation white. . . . If your product is packaged 


in a Rowell box you know it is packaged right. 


E. N. R OWELL CO,, INC. ae ° NEW YORK 


CORKRAN Fast Boston Off PP. TUCKER 


Ilr 


DICK DUNN C 


Bly & Spruce St 


E. BROWN, 2842 


319 Curtis Bldg rinity 2-019 
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THE SCENT OF YOUR 


IS THE CONTAINER 





The scent is of prime importance in all cosmetics 
and toilet preparations. Consumers often judge 
your product by the scent—when purchasing it, 
when using it, when making repeat purchases. 
The wrong scent can spoil an otherwise perfect 


and superior product. ¢ The same is true of the 





container and closure. If it doesn’t please the 

customer, on the counter and when the product is being actually used, it can be a major handicap in 
steady consumer acceptance. It may not be the right design to harmonize with other items on the 
dressing table; through use it may deteriorate in appearance; or it may lack that extra touch of con- 
venience so prized in this modern age of speed and smart utility. ¢ But the container has another 
all-important function. It must appeal on sight—winning initial purchases for your product against 
strenuous competition—even before the customers have had a chance to get a whiff of the contents! 
e Scovill has specialized in creating metal containers and closures that give undeniable sales appeal 
to cosmetics and toilet preparations. Thirty years of experience and research in this field alone is backed 
by a completely equipped plant and completely staffed organization of design, style and sales experts 
—which serve the exacting novelty and utility needs of the leading houses in this field. ¢ We will 


gladly co-operate in the solution of your quantity-ordered container and closure problems—regardless 


SCOVILLE 


MANUFACTURING COMPANY 


of how difficult and impossible they may seem. 


S C OVILL for all types 


of metal — Vanity Cases e Lipstick 


Drug and Cosmetic Container & Closure Division 





79 MILL STREET, WATERBURY, CONNECTICUT 


Boston . Providence . New York . Philadelphia 
Atlanta ° Syracuse . Pittsburgh ° Detroit 
Chicago - Cincinnati .« San Francisco . Los Angeles 
IN CANADA: 334 King Street, East, Toronto, Ontario. 


(LAN 
SCOVILL 
WO J 
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Containers e Rouge Cases e Tal- 
cum Powder Can Tops e Loose 
Powder Containers e¢ Perfume and 
Lotion Bottle Caps and Closures e 
Atomizers e Cream-Jar Closures 
e Dispensers ¢ Inhalers e Eyebrow 
Pencil Holders e Eye Shadow 


Containers e Mascara Boxes. 
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The increasing popularity of Winter Sports creates a splendid 
opportunity for manufacturers to inerease the sale of toilet preparations 
lor the protection of the skin. See article page 69. Photo Courtesy 


Palisades Park Commission. 
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Trade Practice Rules 


Tue toilet goods 
industry held its scheduled Trade 
Practice Conference with the Fed- 
eral Trade Commission at the Hotel 
Astor, New York, November 19. A 
body of rules was adopted to be sub- 
mitted to the Trade Commission for 
approval and a set of Class | and 
Class II rules will be promulgated 
by the Commission in the near fu- 
ture. 

\ part of the purpose of the con- 
ference was defeated at the outset 
when it became apparent that Com- 
missioner Freer who presided could 
not be induced or trapped into giv- 
ing any interpretation of the Robin- 
son-Patman Act or of the rules pre- 
Major 


Freer stated that he had not read 


sented to the conference. 
the rules until the opening of the 
conference, despite the fact that they 
have been in the hands of the Com- 
mission for some weeks and_ that 
some of them appeared in severely 
amended form. He declined to com- 
ment upon any of the phraseology of 
the Robinson-Patman measure al- 
though pressed on many occasions to 
\ definite request by Mark 


Eisner, representing Bourjois Inc., 


do sO. 


for a definition of the words *“pro- 
portionately equal”, which appears 
in several sections of the act and also 





Adopted by Industry 





in the rules, was evaded by the Com- 


missioner. 
The first rule 
any disagreement in the 
ence was Rule 1. 
committed — the 


which brought 
Confer- 
which virtually 
industry to a_ re- 
statement of the Robinson-Patman 
Act in toto. 


be a clarification of the law, repre- 


This rule, supposed to 


sented little which cleared up any of 
the industry's doubts. After con- 
siderable discussion it was adopted 
by a vote of about two to one. 
Other rules were passed without 
opposition and with very little de- 
bate until Rules 11 and 12 were 
reached. These were in two sec- 
tions, the first paragraph of each 
rule permitting, in the case of Rule 
11, the payment of PM’s, and in the 
case of Rule 12, the use of demon- 
equal 


strators on proportionately 


terms. The second section of each 
rule was worded so as virtually to 
ban the use of PM’s and demonstra- 


tors. 


Fight on Rules 
Banning Demonstrators 

The first sections of 
Rule 11 and of rule 12 were adopted 
When the 


reached, 


with slight opposition. 


second paragraphs . were 


conference became 


debate by the 


warmer and at times acrimonious. A 


first vote on the section banning 


PM’s showed 38 voles in favor of 


the section and 35 votes against. 
Since the vote had been complicated 
by the interjection of a question re- 
lating to Group II rules, a second 
vote on this section was taken. It 
resulted in the defeat of the rule by 
a tie vote of 39 to 39. 

The provision banning all dem- 
onstrators was then adopted by a 
close margin after considerable de- 
hate. 


Result Would 
be Confusing 


The result, should 
the rules be approved as adopted, 
would be that PM’s would be legal 
if available on proportionately equal 
terms to all distributors, while dem- 
onstrators would be banned. It is 
believed, however, that the ultimate 
rules when they are promulgated will 
treat these two practices in identical 
fashion. Best informed opinion 
here and in Washington is to the 
effect that both demonstrators and 
PM’s will be forbidden by the final 
That this will lead to long 
litigation is virtually certain on ac- 


rules. 


count of the strength and character 
of the opposition to such rules, and 
the fact that the provisions of the 
Federal Trade Commission Act under 
which they would be promulgated is 
of very doubtful construction. 


California Group 
Voices Opposition 


The 


Association was not for- 


California 
Cosmetic 
mally represented at the Conference. 
Its opinion as expressed in a letter 
from Gail B. Selig. its general coun- 
sel, was to the effect that the Confer- 
ence might be the opening wedge of 
broad government regulation of the 
entire industry. 


of the 


Accordingly 


This, in the opinion 
Association, is undesirable. 
its letter 
posed the entire object of the Con- 


Salient points in Mr. Se- 


generally op- 
ference. 
lig’s argument were as follows: 
“We feel that encroachment of re- 
straint should be a matter of slow 
and orderly evolution and at all 
times should be met with the ques- 
tion, ‘Is the thing we are considering 
contrary to the public interest; does 
it constitute a hazard and will the 
public 


interest be advanced or the 


50 


hazard removed if this proposed ac- 
tion is taken?’ 

“We submit that ours is a young 
industry, that it is composed ot rela- 
tively tew units and that its short 
history discloses the same pattern ot 
evolution that marks all orderly 
progress. 

“In our youth we have made glar- 
ing mistakes and doubtless have, on 
many occasions, violated the funda- 
mental laws of fair play. Neither 
that we are fully 
matured and that some of these er- 
rors will not be repeated. But we 
maintain that many of them will be 
recognized and voluntarily corrected 
by the offender and that, when this 
fails, we are willing to go back of 


can anyone say 


the barn and argue it out privately. 

“Ours is not a public utility. We 
deal in a field where style and per- 
sonal whims are paramount factors 
and we should have the freedom for 
quick action which is essential in 
meeting rapidly changing conditions. 
We have 


methods, to be sure, but they are our 


problems of marketing 
problems and we should be better 
equipped than anyone else to com- 
prehend them. 

“The submission of a code to the 
Federal Trade Commission would be 
the thin end of the wedge which 
would steadily widen until the door 
was opened and Government would 
taken the general manager's chair. 
This would not happen over night 
and some of the steps might be al- 
most imperceptible—but it would 
happen in a much shorter time than 
any of us can contemplate unless we 
keep the experience of other indus- 
tries constantly in mind. 

“Our position is merely that of 
any individual who is ambitious, 


energetic, law-abiding and_ asking 
only the opportunity to progress un- 
We believe that 
we should not be hurried into ac- 
cepting a philosophy which has not 


We be- 


industry can best 


der his own power. 


yet been thoroughly tested. 
lieve that our 
serve its customers, present and 
prospective, by having and maintain- 
ing all reasonable freedom of action, 
even though occasional mistakes are 
made. We believe that any evils ex- 
isting under our present method of 
operation are greatly out-weighed by 
the many advantages which would be 
lost. or seriously crippled, if we were 
to submit 


ourselves to complete 


regulation by an outside agency. 


Regulation of our affairs will soon 





result in regulation of our earning 
power. 


Complete Rules 
As Adcpted 

The 
adopted by the 


complete 
rules as \ Confer- 
ence for submittal to the Trade 
follow. The  proced- 
ure now is for the Commission io 


Commission 


examine and possibly amend _ these 


rules and then send them to the in- 
dustry as rules tentatively approved. 
Opposition may then be voiced by 
any person in the industry. After 
considering opposition opinions the 
final rules will be adopted and put 
into effect by the Federal Trade Com- 
mission. 


GROUP 1 

Rule 1 

(a) Prohibited Discriminatory Differen- 
tials, Rebates, Refunds, Discounts, Credits 
and other Allowances. \t is an unfair trade 
practice for any member of the industry 
engaged in commerce, in the course of 
such commerce, to grant or allow, secretly 
or openly, directly or indirectly, any price 
differentials, rebates, refunds, discounts, 
credits or other allowances which effectu- 
ate a discrimination in price between dif- 
ferent purchasers of goods of like grade 
and quality where either or any of the 
purchases involved therein are in com- 
merce and where the effect thereof may 
be substantially to lessen competition or 
tend to create a monopoly in any line of 
commerce or to injure, destroy or prevent 
competition with any person who either 
grants or knowingly receives the benefit 
of such discrimination or with customers 
of either of them: Provided, however 


(1) That the goods involved in any 
such transaction are sold for use, con- 
sumption or resale within any place 
under the jurisdiction of the United 
Mates; 

(2) That nothing herein contained 
shall prevent differentials which make 
only due allowance for differences in 
the cost of manufacture, sale or delivery 
resulting from the differing methods or 
quantities in which such commodities are 
to such purchasers sold or delivered; 

(3) That nothing herein contained 
shall prevent persons engaged in sell- 
ing goods, wares or merchandise in com- 
merce from selecting their own custom- 
ers in bona fide transactions and not in 
restraint of trade; 

(4) That nothing herein contained 
shall prevent price changes from time 
to time where made in response to 
changing conditions affecting either (a) 
the market for the goods concerned, or 
(b) the marketability of the goods, such 
as, but not limited to, actual or im- 
minent deterioration of perishable goods, 
obsolescenes of seasonal goods, distress 
sales under court process, or sales in 
good faith in dicontinuance of business 
in the goods concerned. 


(Continued on page 86) 
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Tue exciting tem- 
po of the cosmetic business is as ex- 
hilarating as it is inescapable. But 
because its whole spirit is young, it 
has the faults as well as the verve of 
youth. 
dynamic energy, and ambition are 
ideal characteristics, _ if 
with the ability to 
whole” 


Enthusiasm, impulsiveness, 


tempered 
“see things as a 
in other words, with vision 
and foresight. 

The conduct of business, like the 
conduct of life, requires a plan, not 
one that is hide-bound and inflexible 
but orderly and elastic. 
always unforeseen events that must 
be dealt with as they arise. The 





There are 


broad strokes of a year’s campaign 
can be sketched in, but the final 
touches must be added during the 
The com- 
pany that envisions its activities for 
a year ahead will 


progress of the campaign. 


total up fewer 
costly errors the following January 
than the one that lets events take 
their course. 

With Christmas business “in the 
bag,” it seems timely to reflect for 
the few following weeks on the past 
sorrows as well as the past glories 
of your Another year 
stretches ahead in which the adverse 
elements of old mistakes should be 
sifted out and the constructive ele- 
ments of old successes repeated. In 


company. 


addition to sales executives making 
a report on the progress of their 
company during 1936, they should 
set themselves the 
much more worthy task of making a 
forecast for 1937. Perhaps the fol- 
lowing suggestions will serve as a 


additional and 


mental springboard in making such 
a forecast. 
(1) Introduction of New Items. 


December, 1936 


“ONE YEAR PLAN” 


for Cosmetic Gompanies 


ELEANOR ROWLANDS discusses some of the mistakes which 
the industry has made in its distribution, promotion and advertis- 


ina problems, and proposes a new scheme of thinés for 1957 


Before an advertising, publicity, pro- 
motional, or educational campaign 
can be planned, you should know 
what new 


for a year in advance 


items, if any, you are going to 
launch. New items should not nec- 
essarily be added to a line each year 
simply for the sake of giving tempo- 
Birth con- 


trol measures should be made com- 


rary sales momentum. 


pulsory on cosmetic items. A propa- 
gation passion has seized the indus. 
try and cosmetic counters are getting 
rapidly over-populated. The result 
is that a lot of preparations will 
suffer malnutrition and_per- 
haps die a young and untimely death 
without ever having brought honor 
to their parents, or benefits to the 
consuming public. 

But if there is a place in the mar- 


from 


ket, and in your line, for additional 


items, consider very carefully the 


L 
en 


—_ 


Key each 


such event to some fashion trend. to 


time of their introduction. 


some seasonal or consumer demand, 
or to some happening of current in- 
terest such as 1937 will witness in 
of King 


other words, give it 


the coronation 
Edward. In 

news value! This will augment your 
publicity, and 


ceremony 


advertising, entire 
sales campaign no end. It may make 
the difference 


and failure of a product. 


between the success 


We don’t have to be psychics to 
anticipate with certainty the out- 
standing influential events of 1937 
Allied as 
the cosmetic industry is to fashions, 
we know in advance what trends are 
going to dominate the scene this 
coming spring. We know that fash- 
ions introduced for cruise wear and 
Palm Beach will be the fashions up 


north for next summer. 


as they affect cosmetics. 


Keep your 





















eye on the cruise shops for fabrics 
and styles if you are thinking of 
summe! 


launching new make-up 


shades. nail polishes, hair treat- 


ments. sunburn preventives, etc. 


Coronation 
Influence 


The coronation 


has already shown its’ influence 


saturation 
Make- 


worn with coro- 


on cosmetics but the 
point is not yet reached. 
up suitable to be 
nation colors, perfumes that pay 
homage in some way to England, ac- 
cents on the English complexion 
have already made their beginnings. 
If you want to capitalize on this 
world stirring event, make up your 
mind at once. The one thing that 
seems the most obvious and that still 
seems to have escaped this whole 
masculine 


coronation influence, is 


toiletries. This is strange consider- 
ing the “dandy” reputation of the 
erstwhile Prince of Wales. 


your packaging as well as your 


Perhaps 


product may be influenced by this 
But keep in mind 
the fact that your product and _ pack- 


event of events. 


age must survive beyond the fanfare 
of the coronation and, hence, must 
be originated. named, and packaged 
in such a way as to remain a per- 
manent part of your line even 
though depending for its initiation 
on a sensational headline. 

Certain holidays recure’ every 
vear. Do you want to consider spe- 
cial items or special packagings for 
the following? Valentine's Davy. 
May Davy ‘a holiday. the significance 
of which has largely been over 
looked. 
as a gift day, and. in particular, a 
perfume gift day), Easter, Mother's 
Day. Fathers Dav. 


and. of course. Christmas 


Its traditions make it ideal 


Thanksgiving. 
With the 
exception of Christmas, these other 
holidavs have not vet been exploited 
fully by the cosmetic industry And. 
vet. in so doing. there are certain 
risks to be incurred, such as limited 
acceptance and returns. But per- 
haps you can plan your packaging 
in such a way as to permit of recon- 
ditioning at not too great a_ loss 
which will be offset by publicity and 
additional sales that would not oth- 
erwise have been made. 

Aside from specify days. the year 
can be divided into parts of seasonal 
interest—such as cruise, beach, vaca- 
tion. football. winter sports, theatre. 


etc. depending on the locale and 


your clientele. \s these seasonal 


interests have been fairly generally 
recognized and catered to, it seems 
superfluous to develop the theme 
further. 

But, assuming that you have de- 
cided upon a certain number of 
legitimate new items for the forth- 
coming year, there are certain re- 
For the 
sake of publicity and sales, space 


maining considerations. 
your new items a reasonable length 
of time apart. Don’t, for instance, 
announce one perfume right on the 
heels of another or the less dramatic 
of the two will be neglected. A new 
perfume every year is just about as 
much as should be undertaken by 
one company as such an event re- 
quires a good deal of advertising 
and promotion to produce a_ suf- 
ficient effect on the mind of the buy- 
ing public to bring its reward in 
Never lose sight of the fickle 


audience. One 


sales. 
emotions of your 
perfume should be firmly established 
before another one is heralded even 
though to do so requires restraint. 
However. a perfume and a toilet wa- 
ter, soap. bath powder, etc. in the 
same fragrance might very logically 
follow 


accompany or suce essively 


each other in their advent. 


Fallacy of 
Too Many Shades 


\ line of make- 
up. similarly, should not accumu- 
late in its number of shades _ to 
the point that it 


wieldy. 


becomes — un- 
Your make-up assortment 
is competing with many others on 
the market. and you will find that 
stores will not buy all that you. of- 
fer because of the necessity for main 
taining a controlled inventory. And 
it is not easy to withdraw. shades. 
either, as a certain number of people 
who have bought and liked a certain 
shade are going to disapprove of the 
idea of not being able to purchase it 
again at their charge account store. 
Yes, occasionally, a new shade might 
be added if trends make it justified, 
but this should be done with the 
greatest of care and discretion. 

(2) {dvertising. Analyze your 
advertising campaign of the past 
year, and unless it has proven be- 
yond a shadow of a doubt that it has 
been wholly ineffectual, go on from 
the point you left off. It is foolish 
to discard all that you have built 
up and hope to begin again from a 





completely new vantage point. The 
one important factor to any advertis- 
er is continuity. From month to 
month, and from year to year, retain 
something that identifies you 
whether it be a style feeling, a deco- 
rative device, a copy angle, or what 
not. The reader of a magazine or 
newspaper, and the listener to the 
radio doesn’t attend to your message 
in the way you hope. You must pro- 
vide a clue of some kind that hits the 
reader and listener time and time 
again until your message made an 
impression. 

Having already obtained a bird's 
eye view of 1937 and knowing what 
new or re-packaged items you are to 
launch, then map out the subjects 
to be covered in your advertising 
campaign, the frequency of their ap- 
pearance, and the media in which 
they are to appear. It is not within 
the scope of this article to discuss 
media as that is of such an individ- 
ual concern — that 
must decide for itself. But, what- 
ever you do, don’t be an imitator 


every company 


in this respect. “Vogue” may be 
fine for some advertisers and point- 
less for you. Radio or sampling 
may have built up a million dollar 
business for a competitor and _ still 
Such 


choices must depend not on the “oth- 


be a waste of money for you. 


er fellow” but on the character of 
your company, the audience you want 
to reach, the amount of money you 
have to spend, etc. Stretch your ad- 
vertising dollars to the maximum 
they are probably your most expen- 
sive investment! 

(nother 
ever) 


point that applies to 
cosmetic company is not to 
make such a hard-and-fast advertis- 
ing budget as to allow for no “ex- 
tras.” Provide for a surplus fund of 
a given amount from which you can 
draw for unforeseen events which 
always crop up. In addition to your 
well-laid advertising budget, permit 
of thought and 


yourself freedom 


movement up to a certain point. 


Every advertiser needs this elas- 


ticity! 


(3) Promotion. In this highly 


competitive business, — meritorious 


products, well advertised, remain 


insufficient. Promotional activities 


have become an_ essential _ part 
of any sales campaign. In fact, 
it would be safe to 


ticate that it is in the field’ of 


prognos- 


(Continued on page 81) 
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SPECIAL RECOGNITION: Coty, Inc. has outdone itself in the 
presentation of its newest perfume, “Le Vertige.” 


pleasantly 


and is offered in a charming cut crystal container, quite simple 
in design, but exceedingly attractive, being a modern interpreta- 
tion of the 18th Century mode. The base 


with quilted satin and inside cushioning, 
and the illustrations on all sides of the 
cover are appliqued and painted in natural 


colors. 


I 

VIGNY: A delightful spicy new fragrance. 
“Echo Foublant” is now being distributed 
by Al. Rosenfeld, Inc., New York, and is 
offered in one of the smartest packages 
we have seen this season. The moss green 
color of the perfume adds beauty and dis 
tinction to the graceful lines of the heavy 
crystal container, which is available in 
three sizes. The name and trade mark 
of the company are engraved on the top 
of the glass stopper, and this is the only 
identifying mark on the two smaller sizes. 
The largest size has a narrow gold metal 
label. The box is also quite unusual and 
attractive. It has a white and gold dia 
mond design on the outside, and the in 
terior is covered with cream moire silk. 
Our photograph shows how effectively it 
may be used for display on the counter as 
well as the dressing table. 


December, 1936 


New Pachages 


by MARY L. GOODMAN 


balanced bouquet with a_ delightful 


The odor is a 
lasting tang 


the box is lined 


MARCEL ROCHAS: Here is 
another French couturier who is 
now offering a line of perfumes 
and cosmetics, packaged very 
simply but nevertheless unusual 
and effective. All the containers 
are chalk-white with a wide blue 
band around the center, and the 
perfume, which is available in 
three distinctive odors, as well as 
the lipstick, has the firm name 
printed in red on this band. On 
the face powder box, just the 
initials are used. 
roux, Inc., is the American agent 
for this line. 


Pierre Amou 


-— 

» 

KATHLEEN MARY QUINLAN: 
[his company, which has here 
tofore featured only treatment 
creams and cosmetics, has now 
added a perfume. This is called 
“Rhythm” and has a pleasing 
sophisticated scent. It is simply 
but charmingly packaged in an 
oval bottle with long glass stop 
per and gold label and is boxed 


in white and gold container. 









4 
PRINCI 


compact and 
introduced for the 


MATCHABELLI: This 


lipstick set was 


smart 
especially 
Christmas trade and 
is indeed a handsome combination. The 
compact is opened by pressing down the 
crown top and contains compartments for 
rouge and loose powder. The set illus 
trated is in black enamel and other colors 


are also available. 


> 
MARY DUNHILL: The 
attractive ring in this photo- 
graph is 


cleverly scented 


with “Flowers of Devon- 
shire” perfume and should 
prove a popular novelty. 


The tiny pearl in the cen- 
ter unscrews, releasing the 
from the 
which is secreted absorbent 
with the 


stone setting, in 


cotton moistened 
perfume. The gold setting 
beautiful lattice 
through which the perfume escapes, and 


itself has’ a design, 
the ring is easily adjustable to any size 
finger. The heads on the matching com- 
pact and lipstick set also unscrew and are 
scented in the same manner. The compact 
is for loose powder and has a mirror base, 
as well as an inside mirror. 


OGILVIE SISTERS: Among the many 
new men’s sets on the market is this attrac- 
tive kit with zipper closing and 
cover. It is of genuine leather in a rough 
grain and hair 
Leather 
provide space 


hinged 


contains military brush, 
tonic, scalp pomade and comb. 
loops on the inside cover 


for nail file and tooth brush. 


7 


MOLINARD: “Xmas Bells” perfume has 
very appropriately been repackaged at this 
time in a jet black container shaped like 
a Christmas bell. This is a clever tie-up 
between name and package, and is indeed 
quite effective. American 
Pierre 


agent for this 


company is Amouroux, Inc., New 


York. 


\lens 





TONIC 





8 


PARFLMERIE DE RAYMOND: Th 
intriguing red crystal devil which forms 


the stopper on this bottle instantly names 
the perfume “Deviltry,” a smart new odor 
with an enticing fragrance. It is appro- 
priately bright red 
tainer, with gold trim, and the oval bottle 
dais. This _per- 
fume is available in several sizes, similarly 


packaged in a con- 


rests on a red_ velvet 


packaged. 


VIVALDOL: “Djer-Kiss Moderne” per- 
fume is a delightful new odor which has 
just been introduced. It comes in a rect- 
angular container with black band around 
the center, and a black molded cap. The 
label is in gold and green, and the box 
carries out the same color scheme. Face 
powder and cologne is also available im- 
pregnated with the same scent. 
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10 
LAURE CO.: 


its line of low-priced perfume in an at- 


This company is featuring 
tractive display box containing three dozen 
vials in a variety of odors. The vials are 
molded in spiral fashion, but the 
effective feature of containers are 
the smart colored plastic caps with silk 
cord and tassel drawn through the top. 


most 
these 


il 

DELETTREZ: Five new packages for its 
bath preparations, consisting of bath soap 
and toilet soap, dusting powder, cologne 
and effervescent powder for the bath, have 
just introduced by this 
The soaps and dusting powder are boxed 
in containers with a soft floral 
design paper, but the outstanding pack- 
age of the group is the effervescent 
powder, which comes in a tall 
bottle with a turquoise band around the 


been company. 


covered 


round 


neck matching the basic color of the 
label. 

12 

RUGGIERO, INC.: Flowers immersed in 
eau de cologne add _ interest’ to the 
“Frances Mandel” floral odors offered by 


this company. The odors packaged in this 
way are violet, gardenia 
The bottle, with slightly convex sides, has 
a shaker top and white molded screw cap, 
and the only decoration is a narrow red 
and gold label obliquely placed. A gold 


paper covered box completes the package. 


and carnation. 
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15 
DOROTHY 


Grains” 


GRAY: 
is a new cleansing 
preparation which the com- 
pany claims has certain cor- 


“Pore 


rective qualities for skin 
blemishes. The grains are 
moistened in the palm of 


the hand, then worked into 
the skin with the finger- 
tips for several minutes, and 
finally rinsed away with 
water. This product comes 
in a tall white metal con- 
tainer with sifter top, in two 
shades of blue. 


14 
ASTROLOGIQUE ROYAL: The increas- 


ing popularity of astrological signs on all 
accessories, has resulted in the creation 
of this handsome compact with its entirely 
personal appeal. Milady may obtain this 
compact, either double or single, adorned 
with her own birthstone carved with her 
Zodiac Sign. A personal horoscope is also 
with compact, 
grand sales point for this item. 


enclosed each adding a 


15 
PAGE-BELVEDERE: Instead of the usual 


lotion or cream which we expect for a 
hand preparation, this company is offer- 
ing a powder for beautifying and cleaning 
the hands. It is used by wetting the 
powder into a thin paste and massaging 
the hands with the 
then rinsed off. It is packaged in an at 
tractive silver and gold box, with the name 
of the preparation printed in large letters 


across the cover. 


mixture, which is 

















Huisking Heads 
Drug Section 


The annual meeting 
of the Drug, Chemical & Allied 
Trades Section of the New York 
Board of Trade. Inc., at the Hotel 
Commodore, No- 
vember 24, 
elected 
to serve for the 


directors 


coming year. At 


a later meeting 
Joseph A. Huis- 
king, vice-presi- 


dent of Charles 
L. Huisking & 


Co., Ine... was 
chosen chairman Mr. Huisking 
for the coming 


year and A. A. Wasserscheid of Mal- 
linckrodt Works. 


Chemical vice- 
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chairman. Mr. Huisking. who has 
long been active in the affairs of the 
section, served as vice-chairman dur- 
ing Mr. Chilcott’s administration. 


> 


The report of the treasurer, S. B. 
Penick, showed the largest balance 
The legis- 
through 
Anderson its chairman. outlin- 


in the section’s history. 
lative committee reported 
Carl 
ing the work on legislation which 
the section has done and forecasting 
Member- 


been in- 


a very busy year ahead. 
ship of the section has 
creased during the last year by more 
than forty and is now at the highest 
point since the beginning of the de- 
pression. 

A very interesting part of the 
evening's activities was a discussion 
of the Social Security Act by Robert 


Huse. director. informational service. 





Social Security Board, with a ques- 
tion and answer period presided over 
by Miss Ruth Ward of the Bureau 
of Internal Revenue, who disclosed 
an amazing knowledge of the taxa- 
tion features of the law in response 
to many difficult technical questions 
raised on the floor. Attendance at 
the meeting of more than one hun- 
dred 
tinued keen interest of the member- 


again demonstrated the con- 
ship in the section’s activities. 

New directors of the section are 
Rudolph Berls, McKesson & Robbins, 
Inc.; Walter J. Bott, J. L. Hopkins 
& Co.: M. N. de Noyelles, Charles 
Pfizer & Co.; Charles E. Kelly, 
Hagerty Bros. & Co.; and Harold B. 
Thomas, The Centaur Co. 


Theo. Bender Sells 
Beauty Salon 


Retiring from active 
ownership of an exclusive beauty 
salon which she has successfully ope- 
rated for Miss Theo 
Bender. beauti- 
clan, is preparing to devote her en- 


many years, 


nationally known 
tire time to her own manufacturing 
business. The beauty salon formerly 
owned by Miss Bender, and located 
at 354 Skinker Road, St. Louis, has 
been purchased by Miss Myrtle Bray. 
who has been first assistant to Miss 
Bender, since the inception of the 
Miss Bender. will in the fu- 
ture, confine her entire activities to 
the Theo Bender Laboratories. lo- 
cated in St. Louis, Mo. 


sh« »p. 


UG, CHEMICAL 


ALLIED TRADES 
item toy] 


ee se ted 





The American Perjfumer 














Kentucky Tax Law 
Exeludes Shaving Cream 

A ruling on the 
taxability of shaving cream has 
been handed down by the Kentucky 
Tax Commission. The Commission 
rules that 
subject to the 20 per cent cos- 
metics tax. A further 
empts shaving tablets selling at 5c 


shaving cream is not 


ruling ex- 


since they are “soaps selling for less 
than 30c per pound.” Shaving tab- 
lets selling at 10c, however, are tax- 


able. 


New Imitation Vanilla 
and Flavor Standards 

Several states have 
adopted new standards for imitation 
and artificial extracts and flavors. 
Copies of the complete regulations 
may be secured from the Flavoring 
Extract 
The states principally affected are 
lowa, Minnesota, North Dakota and 
South Dakota. 
tion vanilla flavors must be so mark- 


Manufacturers Association. 


In each state imita- 


ed, must carry a list of ingredients 
on the label and must be equal in 
strength to a 0.7 per cent solution 
of vanillin. 


Thomas to Head 
Board of Standards 

The Toilet 
Association has announced the ap- 


Goods 


pointment of H. Gregory Thomas, 
formerly vice-president of Guerlain. 
Inc., as head of 
the Board of 
Standards, 
authorized at its 
last convention 
and now. estab- 
lished. The 
Board will work 
for the improve- 
ment of general 
conditions in the 





merchan- 
toilet 
goods and especially for 


Mr. Thomas 


dising of 
the bet- 
advertising. It will 
employ the services of competent 


terment of 


chemists, dermatologists and others, 
in its efforts to improve trade prac- 
tices and advertising copy of the in- 
dustry. Proposed copy, claims. 
products and other material may be 
submitted to the Board for its con- 
sideration and advice by all mem- 
bers of the industry, whether mem- 
bers of the association or not, and it 
is hoped that much good for the en- 


tire industry will result. 
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At a later date, it is expected that 
the activities of the Board will be 
Plans call for publicity 
to offset the unfavorable comment 


broadened. 


and attack which the industry has 
suffered from many quarters. This 
will be begun as soon as it is prac- 
ticable for the Board to divert a por- 
tion of its efforts in that direction. 

No better man to head this new 
organization could be found than 
Mr. Thomas. 


industry itself followed a very suc- 


His experience in the 


cessful career in the law and in in- 
ternational relations. A native of 


New York, Mr. 


abroad and was 


Thomas _ studied 


eraduated from 


Cambridge University. He studied 
law at the University of Madrid and 
later received the degree of Doctor 
of Laws from the University of Paris. 
He is a past president of the Asso- 
ciation of the Academy of Interna- 
tional Law at The Hague, Nether- 
lands, and honorary president of the 
Association of International Studies 
of the University of Paris. 


Foragers Name 
Neilson for President 


W. W. Neilson has 
been nominated for president of The 
Foragers for 1937-38 by the nomi- 
nating committee. Bert Georgi has 
been named for vice-president and 
\. J. Connolly for secretary and 
Members of the board of 
governors nominated are R. S. Ar- 
cularius, F. L. Graham. H. D. Fol- 


som, Nelson King, W. T. Kilcullen 


and J. B. Brennan. 


treasurer. 


Montague Perfumers 
in New Quarters 
Montague Perfum- 
ers. Detroit, recently organized as a 
Walter L. 
Louise E. Montague, has moved from 
1759 Hasting St. 


is making some 20 


firm by Montague and 
Harding Ave. to 
The company 
odors and plans to manufacture a 
cosmetic line as well, using the 
“Flor-Rene” brand 


products. 


name on all 


Buys Interest in 
Detroit Company 


A half interest in 
the Two Angels Products Co., De- 
troit, manufacturer of shampoos and 
hair preparations has been purchased 
by Charles L. Clements. The busi- 
ness will be expanded and other 
products added. 





Levy Receives Cross 


of Legion of Honor 


Louis Spencer Levy, 
former owner and publisher of The 
{merican Perfumer, has been hon- 
ored by the French Government with 
the Cross of 
Chevalier of the 
Hon- 


award 


Legion of 
or. The 
was made in rec- 
ognition of Mr. 
Levy’s services 
for nearly thirty 
years to the 
cause of Franco- 





American amity 
Mr. Levy and the promo- 
tion of more 


friendly business relations between 
the two countries. 

\ native of Pennsylvania, Mr. 
Levy spent several years in educa- 
tional and advertising work before 
acquiring The American Perfume 
from its founder, the late W. G. 
Ungerer, who was similarly deco- 
rated in 1927 for collaboration with 
the French Ambulance Service dur- 
ing the war. Mr. Ungerer had estab- 
lished The Perfumer in March 1906, 
and Mr. Levy assumed control and 
management in September of the 
same year. Its progress under his 
forward-looking and energetic direc 
tion was rapid and it soon assumed 
a place in the forefront of business 
journals. 

Through frequent trips abroad, 
during which he spent much time in 
the perfume-producing regions of 
Southern France, Mr. Levy acquired 
an intimate knowledge of the prob- 
lems of the French suppliers of raw 
materials and frequently used his in- 
fluence and prestige in adjusting the 
difficulties 
shippers and importers of these. ma- 


numerous which faced 
terials. 

In May 1931 he was honored with 
the first Richard A. Hudnut Medal 
award by unanimous vote of the ex- 
ecutive board of the American Man- 
ufacturers of Toilet Articles, now the 
Toilet Goods Association. 

Throughout his active business 
career he has devoted much time and 
energy to the betterment of trade 
conditions and relations between for- 


eign suppliers of raw materials and 


the growing American toilet goods 
of Honor 
award comes as a fitting culmination 
to these many years of untiring effort. 


industry. The Legion 
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Credit Men Elect 
Candee Chairman 

The Drug. Cosmetic 
& Chemical Credit Men’s Association. 
elected L. Candee of L. 
& Sons, Inc., chairman for the coming 


Sonneborn 


year at the annual meeting on No- 


vember 19. Edwin P. Agnew of 
Heyden Chemical Corp. was elected 
vice-chairman: H. W. Knapp, Arm- 
strong Cork Products Co.. treasurer: 
and Nat Ottensoser of the Fifth Ave- 
nue Protective Association, treasur- 
er. Thirty-five companies were rep- 


resented at the meeting. 


Aide 

Labs. Organized 
The Beaute Aide 

Laboratories, Detroit, newly 


Beaute 


organ- 
beauty 
business of the Kasper La- 
boratories, including a fairly com- 
plete line. 


ized, are taking over the 


supply 
featuring a permanent 
solution, and will use the 
Aide” label 
The Kasper Laboratories will 


wave 
new “Beaute here- 
after. 
continue to manufacture mechanical 
equipment only for the beauty field. 

The new 
Charles E. 


Davis as manager. 


company is owned by 
Findlay, with Bruce C. 


Arden Windows Now 
“Invisible Glass” 

Elizabeth Arden. 
Inc., has equipped two Fifth Avenue 
windows in New York recently with 


“invisible glass.” It is the first in- 


stallation made by a cosmetic house 


in the United States, although there 
are a number in London, Paris and 
other European centers. 

About five years old in England, 
invisible glass invaded this country 
a year ago when Marcus & Co., well 
known New York jewelers, installed 
two small windows on Fifth Avenue. 
The Elizabeth Arden salon is one of 
the most attractive on Fifth Avenue. 
It has a black marble front, trimmed 
in white. The two windows, tall and 
narrow, flank an arched doorway. 
With invisible glass removing all re- 
flections and giving a modernistic 
touch to the merchandise display, the 
shop not only becomes one of New 
York’s smartest, but easily rates as 
one of the showplaces of the Avenue. 


New Perfume 
House in Paris 


The perfumery firm 
of Lancome recently opened a fine 
store in the Faubourg St. Honore, 
to which a beauty parlor will be 
Only the firm’s 


own products will be on sale, which 


added next Spring. 


are manufactured under conditions 
which rank amongst the most mod- 
include 


France. These 


“Conquete”’, 


ern in 
a warm, heady vapor 
particularly suited to scenting furs, 
“Tropigne”, a compound of vapors 
extracted from tropical herbs, and a 
refreshing flower vapor called “Bo- 
cage’; also “Tendres nuits” which is 
prescribed for delicate blondes, and 
“Kypre” which contains the strong 
chypre scent. 


Fitch to Open 
London Factory 


The F. W. Fitch 
Co., Des Moines, will establish a 
factory and warehouse in London, 
England, it is announced by Gail 
Fitch, of that 
firm. F. W 
Fitch, president, 
and L. R. San- 
dahl, vice-presi- 
denth, with Mrs. 
Fitch and Mrs. 
Sandahl _ sailed 
recently for Eu- 
rope to close ne- 
gotiations. 
Among t h e 


Mr. Fitch : 

major problems 
to be worked out upon their arrival 
in England will be that of advertis- 


ing. The F. W. 


heretofore made use of radio broad- 


Fitch company has 


casting on a coast to coast hook-up 
to a great extent. Since there is no 
commercial broadcasting in England, 
Gail Fitch announced that according 
to plans discussed before their de- 
parture, a program of newspaper 
advertising might be adopted. 

The shampoo manufacturers now 
have a factory in Des Moines and in 
Toronto, Canada, but shipping con- 
ditions have made it impractical to 
supply England from these sources, 
Mr. Fitch announced. They plan to 
return by the first of the year. 


To Make Vanillin 
from Sulfite Liquor 


Charter has been 
obtained by a Canadian paper com- 
pany to establish a plant at Corn- 
wall, Ontario, for the manufacture 
of vanillin from sulfite liquor, a by- 
product of paper manufacturing, ac- 
cording to reports from Kingston, 
made public by the Commerce De- 
partment’s Chemical Division The 
new company which is to be capital- 
ized at $100,000 will use a process in 
extracting the vanillin from sulfite 
liquor which it has developed itself, 
according to the report. 

The plant will be relatively small 
but so constructed that it can easily 
be expanded when demand warrants. 
According to local reports, the plant 
will have a capacity for producing 
100 pounds of vanillin daily, but it 
is not anticipated that this output 
will be attained in the immediate fu- 
ture. 
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Brill Buys Assets 
of Health-O Quality 


Louis I. Brill, presi- 
dent of Stein-Brill Corp., and Geo. 
G. Rodgers Co., New York, has pur- 
chased the assets of the Health-O 
Quality Products Co., a subsidiary 
of the Milson Co., Cincinnati. Mr. 
Brill states that there is a possibility 
that he may provide for the opera- 
tion of the company. 


Production Men 
Meet in Cineinnati 


The second meeting 
of the Cincinnati section of the Na- 
tional Production 
Management was a luncheon gather- 
ing at the Neth- 
erland-Plaza Ho- 
tel November 17 
with twenty-three 
men present. 

D. G. Browne, a 
director of the 
association intro- 
duced the speak- 
er, Dr. H. A. 
Barnby, who di- 
rects the packag- Mr. Auch 


Association of 


ing research di- 
vision Glass Co. 
He discussed a number of problems 
involved in the development of con- 
Dr. Barnby 


proved by samples of containers and 


of Owens-Illinois 


tainers and closures. 


closures that packages can be made 
that are strong, attractive and smart 
without working any hardships on 
either the glass manufacturer, the 
packaging machinery manufacturer 
or the production manager. 

The local section idea of the asso- 
ciation is being tried out in Cincin- 
nati. Meetings will be held bi- 
monthly, of. which 
luncheon and other dinner meetings. 
Various speakers will discuss the 
many problems of production man- 
agement as they apply to the pack- 


some will be 


aging of cosmetics, foods, liquors 
and kindred specialties. Ralph H. 
Auch is chairman and Edward A. 
Durbin is secretary. 


Meeting of 
Packaging Mchy. Mfrs. 


The fourth annual 
meeting of the Packaging Machin- 
ery Manufacturers Institute, Inc., was 


held November 11 and 12, Edgewater 
(Continued on Page 82) 
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the Old Man with 


f Esteemed Sir and Editor: 

I do not now write for publi- 
cation. (That's what he thinks! 
Ed.) 

I consider that you have served me 
very poorly indeed by your urgent 
insistence that I come out of my re- 
treat to attend the Trade Practice 
Conference in New York. Did I not 
love you as a brother, | should not 
have come. Now that I have at- 
tended it, | doubt that I love you as 
well as I used to. 

Back in Gen. Jackson’s administra- 
tion when | was a young fellow of 
only a little past fifty, I once trav- 
elled to Washington and attended a 
session of the Congress. I have 
never attended another. For almost 
thirty years | had forgotten that visit. 
Now it again troubles my ancient 
mind all mixed and commingled 
with thoughts of your Trade Prac- 
tice Conference. Sir, you have in- 
deed served me but poorly in this 
matter. 

| shall write you no piece on this 
Conference, as you asked me to do. 
But to help you in writing one of 
your own, | here suggest a point or 
two that you should not neglect. 

You should, sir, 
devil the 


enquire how the 
Commissioner ex- 
pected to settle the woes of the world 
and still get back to Washington in 
time for luncheon. 


good 


Realizing that 
his duties at home are arduous and 
that he is most zealous in their diff- 
cult performance, it still seems to me 
that he could have given more of 
his time to your people and not have 
hurried them so to their own be- 
wilderment and his. 

At the same time, to soften your 
stroke, you should compliment him 
elaborately on his good nature. Andy 
Jackson, who still stays in my mind, 
would never have put up with so 
much useless and pointless palaver 
and preserved such excellent good 
temper. Being but a lad, (Thanks! 

-Ed.) you don’t remember the Gen- 
eral, but I assure you he had less 
patience than the honored Commis- 
sioner. 

It seems to me that you should 
mildly berate one or two industry 
members for their ill natured and 
impolite about the 
morals and ethics of the employees 


observations 


of the Toilet Goods Association. This 
was an almost unpardonable affront 
against good manners. At the same 


time, you should scold those em- 
ployees. able and conscientious as 
they are, for appearing to voice their 
own views too loudly. It was ex- 
ceeding bad taste to appear to be on 
one side or the other when their posi- 
tions called for the rendering of im- 
partial and neutral Their 
voices should be held in subject to 
their powers and duties, which are to 
serve the whole and not a part. 
You should say that the ultimate 
and final action of the Conference 
on PM’s and demonstrators was ut- 
terly ridiculous, as indeed it was. If 
it really represented the “sense of 
the industry,” then the industry fares 
very poorly in sense. 


advice. 


In fact, sir, it 
was senseless and made no sense 
whatever. 

Being nothing loathe to a small 
wager in a good cause, I now offer 
you one. I will wager what you 
will that the final promulgations of 
the Trade Commission will find dem- 
onstrators and PM’s treated exactly 
alike, regardless of the 
your Conference. 


“sense” of 
You see, esteemed 
sir, I still have some small belief in 
the ability of the Trade Commission. 
Everybody can’t be crazy! 

Sir, your own excellent ingenuity 
must furnish the remainder of your 
item. I shall say no more. I am 
back in the wilderness and you shall 
see me no more for a long time. Do 
not call on me to come forth again, 
[ shall not hear you. 

Speaking of the Wilderness, you 
remember the ancient fable of the 
fox who had lost his brush. You re- 
call that he too called a conference 
to urge all foxes to dispense with 
their tails as well. Perchance there 
is no analogy, but perchance there 
is. 

With anger at being disturbed 
from my retreat but deep affection 
in spite of it, 1 am, Sir, 

Your Humble & Obedient Servant 

FREEGIFT PATCHIN. 
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Manicure Specialties 


RREING more o1 


less closely associated with the man- 
ufacture and merchandising of mani- 
cure spec ialties ever since the World 
War, it is only natural and perhaps 
pardonable, to wax historical, to 
reminisce a bit in starting this dis- 
cussion. 

In those days, only the woman of 
leisure or of means made any active 
attempt to keep her hands manicured. 
If she undertook to do her own mani- 
curing, the products available were 
crude and expensive. The imple- 
ments were mostly imported and 
generaly of poor quality. The pro- 
fessional manicurist was but little 
better off. Even if she understood 
the rudiments of the art of caring for 
the nails, she was handicapped by 
the lack of satisfactory equipment 
and specialties to complete the mani- 
cure. 

For example. the largest selling 
nail powder was offered in a cylin- 
drical pill box closed with an im- 
printed bit of letter sealing wax. 
Cake polishes were usually packaged 
in druggist’s slide tablet boxes. Such 
liquid polishes as were available 
were either alcoholic solutions of 
gum benzoin or resins or else high 
melting point waxes or paraffin, dis- 
solved in petroleum hydrocarbon o1 
chloroform. 

The manicure kit was a veritable 
hodge-podge ol nondescript items 
with its limited sale confined largely 
to the uninformed male of the species 
for gift purposes at the holiday sea- 
son. The manufacturer invariably 
built his outfit around what he con- 
sidered was his best and most out- 
standing product. The kit of one 
wellknown brand was built around 
cuticle remover. while another was 
built up around liquid polish with 
no polish remover. 

It was not uncommon to find two 
or even three different items of dif- 
ferent composition but prepared for 
the same identical purpose under 
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RALPH H. AUCH has prepared a comprehensive summary of 
the production, formulation and manufacture of these important spe- 
cialties. The first installment deals with liquid polish, siving hints 
as to its manufacture and methods for eraluation of private brand 
products. It is usually best for the small manufacturer, and even 
for many of larger size, to purchase this product. Here Mr. Aueh’s 
methods of testing and evaluation will be of very considerable 


assistance.—EDITOR. 


one cover. Paste, powder and cake 
polish, as well as a wretched liquid 
polish might be found in a single 
kit. Such accessories as were in- 
cluded were usually of the poorest 
quality imported variety. After the 
limited holiday call was over, or the 
merchandise became badly — shelf 
worn, the only way out for the re- 
tailer was to break up the various 
kits and try to unload the individual 
items singly, often at sacrifice prices. 


Today’s Manicure 

It is a different 
story today. Almost without ex- 
ception, the manicure kits, wheth- 
er simple and inexpensive, or quite 
complete, elaborate and high priced. 
are built around liquid nail _ pol- 
ish remover. The commonplace 
paper carton, or cheap set-up box, 
that soon became shabby and worn 
with repeated use has been replaced 
by beautiful. practical containers in 
metal, fabric, real or imitation leath- 
ers or molded plastics. 

The improvement in products, sim- 
plicity in use and the shortened time 
of completing a manicure have all 
contributed to their far wider use. 
The attractiveness and convenience 
of the kit with its complement of 
quality accessories has unquestion- 
ably also been a contributing factor. 

Small wonder then that what less 


than two decades ago was one of 


cosmetics’ thinnest markets has_be- 
come a really wide one. At least 
one authority has ventured to re- 
mark that in point of volume, mani- 
cures specialties bid fair to pass face 
powders. And less than two years 
ago in an article om face powder in 
these columns (September and Octo- 
ber 1934 issues) this writer referred 
to face powder as “the cosmetic in- 
dustry’s largest selling item.” 

\ recent radio survey indicates 
62.2 percent of the homes use one 
or more manicure specialties while a 
geographically wide-spread survey of 
homes discloses 54.3 percent having 
manicure items in the boudoir and 
bath room. And today the care of 
the nails is not confined to the fair 
sex by any means but includes a con- 
siderable percentage of the sterner 
sex as well. Who'll be the first to 
offer a line of manicure specialties 
designed for and merchandised to 
men? Or is there such a line al- 
ready that has not as yet come under 
observation ? 

The literature is full of formulae 
for all manner of manicure special- 
ties—some good, some not so good 
and quite a number for products that 
are practically obsolete. In the dis- 
cussion that follows only wide sell- 
ing items will be included. The few 
formulae suggestions that will be ad- 
vanced are based either on: 


(1) Products formulated — by 
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this writer, which today are be- 
ing merchandised as originally 
formulated or with slight modi- 
fications, or 

(2) Products that are national 
or international sellers, — the 
data having been arrived at by 
the analyses of them. 


Since liquid polish is the most 
popular and hardest to prepare and 
evaluate, it will be discussed first 
and at greatest length. 

Liquid Nail Polish 

The original 
liquid nail polish formulated by this 
writer and launched right after the 
World War had this composition: 
nitro-cellulose as received, wet down 
with 10‘ alcohol; ethyl acetate, 
amyl acetate, gum camphor, per- 
fume and color. 

The finished product varied in 
viscosity from batch to batch, was 
relatively difficult to apply, tended 
to yellow and to peel on the nails 
and the package carried no remover 
so that it was necessary to use fresh 
polish to soften the old coat to re- 
move it. It went to market in a one- 
fourth ounce size at 50 cents retail 
and was a comparative sales success 
from the first. Indications were that 
the potential market for liquid nail 
polish was practically limitless and 
time has certainly proven such to be 
the case. 

With the development of the in- 
dustrial and household lacquer in- 
dustry has come cellulose that is 
variously nitrated to give solutions 
of definite viscosity. Less odorous 
and more agreeable smelling  sol- 
vents with a wide range of boiling 
points and characteristics have been 
developed. Synthetic resins, soluble 
in the usual lacquer solvents are 
available and numerous placticizers 
have become commercially available 
and are no longer laboratory curi- 
ousities. 

Costs have come down to the point 
where few, if any, of the manufac- 
turers of manicure lines make their 
own nitro-cellulose solutions. They 
buy the solutions in bulk, then scent 
and tint them to suit before bottling, 
if they have packaging facilities. 
Those without manufacturing and 
packaging facilities and those in 
localities having restrictions by ordi- 
nance on the handling and storage 
of such highly inflammable liquids, 
buy the packages complete under 
their own label. 
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Modern Manicure Sets Built Around Liquid Polish and Remover. Sets 
Courtesy Revlon Nail Enamel Corp., Northam Warren Corp. and Peggy Sage. 


Liquid nail polish must be very 
carefully formulated as it is gen- 
erally applied under adverse condi- 
tions. An extreme case perhaps, is 
milady who emerges from her bath 
with moist hands and nails. She 
hastily applies the polish then fran- 
tically swings her arms in the humid 
air in an attempt to speed up drying 
before the boy friend or friend hus- 
band, who is waiting, voices his im- 
patience. With very volatile sol- 
vents and the air so humid, the rapid 
evaporation cools the immediate air 
below the dew point and the con- 
densing moisture opacifies and whi- 
tens the film. This not only impairs 
the appearance but wrecks the wear- 
ing quality. This extreme case em- 
phasizes that nail polish must be 
carefully compounded if blushing, 
blooming and discoloration are to 
be avoided and luster and wear are 
to be satisfactory and distasteful 
odors avoided. 


Requisites for Satisfactory Liquid 


Polish 


1. Proper thickness of film. 
2. High drying speed. 

3. Easy brushability. 

1. Unusual smoothness. 

5. Satisfactory high gloss. 


6. Excellent adhesiveness. 
Little or no blushing tend- 
ency. 

Sufficient flexibility without 
impairing wear resistance. 


9. Mar and abrasion resistance. 

10. Water and alcoholic bever- 
age resistance. 

ll. Absence of appreciable 
acidity. 


12. No yellowing or tendency 
to discolor the deeper tints. 

13. Durability of a week or 
more. 

14. Good odor with little or no 
residual odor. 


The testing of a liquid nail polish 
for the above desirable characteris- 
tics will be discussed later. How to 
obtain the necessary requisites of 
good polish will be touched on 
briefly. 

The final viscosity of any given 
solution may be increased by the ad- 
dition of a nonsolvent. Conversely, 
if slightly thick, the solution may be 
thinned markedly by the sparing use 
of acetone, ethyl acetate or other 
good and quick solvents. 


Best Practice 
on Viscosity 


Ease of application 
can be obtained by making a low vis- 
cosity solution. The original liquid 
nail polish formula was low in solids 
because being so viscous, a thick coat 
was inadvertently applied. Good 
practice in a thin, free flowing solu- 
tion is 12144 to 13 percent solids. 
Good spread and absence of brush 
marks are obtained by the generous, 
yet cautious, use of medium and high 
boiling solvents, so the solution does 
not dry before milady has finished 
dabbing and then wiping off the pol- 
ish from the half moons and finger 
tips. If high boilers are used too 
freely they cause rather persistent 
tackiness. 

High luster and good adhesion are 
obtained by the inclusion of resin, 
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either natural or synthetic with the 
nitrocellulose in the solution. Flexi- 
bility, of course, is imparted by the 


use of placticizers, either natural or 
synthetic. Blushing can be kept 
down or avoided entirely by using 
only anhydrous solvents or those 
with little affinity for water and in- 
corporating little or no non-solvents, 
such as gasoline, benzene, toluene o1 
xylene in the formula. 

The shades offered in popular 
liquid polishes run from about three 
to nine in number. They range in 
intensity from colorless, or shell 
pink to vivid reds. This writer was 
of the opinion that the vivid intense 
colors would be short-lived and 
would be but a passing fad. Not only 
do these vivid shades persist but ap- 
parently are growing in popularity 
so may well be included in a new 
line or added to an old one. One 
manufacturer now offers lipstick and 
nail polish to match and the idea 
bids fair to become the vogue. 

One modification offered is the so- 
called “creamy” polish. The creamy 
effect is obtained by a suspension of 
titanium dioxide or zinc up to five 
per cent. The solution should. of 
course, be more viscous than the 
ordinary polish solutions to retard 
settlement of the pigment. A_ con- 
venient way to introduce the titanium 
dioxide or zine oxide is to use the 
finest available powder and _ then 
grind it in castor oil. The liquid 
should contain little or no placticizer 
as castor oil usually serves the pur- 
pose satisfactorily. This type is of- 


fered in the whole range of shades. 


Attractive and practical containers 


Another modification that enjoys 
some call is the “pearly” polish. 
Fish scale essence, which is a com- 
mercially available commodity, is 
added to the polish formula to ob- 
tain an unique but rather distasteful 
effect, except perhaps for evening 
wear. 

Liquid polish at best is a difficult, 
hazardous product to manufacture. 
Competent research men have spent 
years developing satisfactory formu- 
lae. Nail polishes can have the 
various characteristics changed in 
innumerable ways by varying the 
proportions and procedures followed 
in their preparation. Unsatisfactory 
proportions and processes can be 
eliminated only by trial and error. 
Since, as in an algebraic equation, 
only one variable can be introduced 
into the problem at a time, adjust- 
ments and changes in nitro-cellulose, 
in resins, in solvents and in_plac- 
ticizers made singly run the possible 
proportions and formulations into 
the infinite. 

It would appear the part of wis- 
dom, then, to devote some space to 
methods of evaluating purchased 
nail polish whether in bulk or com- 
pleted packages, rather than to go 
into further detail on formulation. 
This is especially true since the usual 
size container is one-fourth ounce, 
and the more generous size one-half 
ounce, which means that a five gal- 
lon can will fill more than seventeen 
and eight and a half gross bottles 
of the two sizes respectively. 

Quick methods of evaluating nail 
polish without a large outlay for 





of plastic material for manicure 


preparations. Sets Courtesy La Crosse Manicure Cutlery Co. and Northam 
Warren Corp. 
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very elaborate equipment follow: 


(1) Desirable thickness of film is 
a function of the viscosity and of the 
solids content. The higher the vis- 
cosity the thicker the application 
and, incidentally, the fewer applica- 
tions to the bottle. Too viscous a 
solution leaves brush marks, while 
one too thin tends to run on to the 
cuticle around the edges of the nails. 
The viscosity may be determined by 
the falling ball method or the pip- 
pette (time of flow of a definite vol- 
ume through an aperture of definite 
size) method. The solids can be de- 
termined by placing a catch weight 
of the solution in a weighed dish con- 
taining a glass stirring rod and sand 
and drying and weighing the resi- 
due. An alternative method is evap- 
orating a weighed quantity on a tin 
can lid or watch crystal and weigh- 
ing the residue. This gives fairly 
accurate results. It should be spread 
in a thin layer by tilting and rotating 
the container so as to avoid the for- 
mation of a thick skin under which 
some of the solvent is retained re- 
sulting in an inaccurate high solids 
figure. 

(2) High drying speed. To do a 
good job, the film should dry on one 
hand by the time the user changes 
the camel’s hair brush from the other 
hand to the polished one. The time 
in minutes and seconds from the 
moment of application on the nails 
or a glass or tin plate until the film 
is dry enough so as not to leave 
finger prints should be recorded. This 
figure should be maintained fairly 
constant from lot to lot. 


(3and4) To evaluate brushabil- 
ity, apply to the nails or a glass plate 
and inspect for irregularities in the 
film, preferably with a low power 
glass. This will also give a fair 
guage of the smoothness of the film 
as also will holding the plate so as 
to get a good reflection from a light 
bulb. 

(5) Satisfactory gloss is purely a 
matter of visual inspection of a film 
on the nails or on a piece of per- 
fectly clean tin or glass. 

(6) Good adhesion may be guaged 
roughly by drawing the edge of a 
nail file or the point of an orange 
stick across the film, starting at the 
base of the nail. It is well to remem- 
ber that adhesion and gloss as well 
will vary appreciably on the nails of 
different individuals. Application to 
the nails of several should be made 


The American Perfumer 

















before drawing a conclusion as to 
suitability. 

(7) Tendency to blush may not 
be due to moisture alone as the sol- 
vent composition may become unbal- 
anced causing a concentration of the 
remaining solvents, which will not 
hold the solids in solution, so that 
one or more precipitates. Pour a 
quantity on a glass plate or watch 
crystal. Allow to dry while breath- 
ing on it. This appears to be a crude 
test but with the mouth wide open 
and definite distance from the drying 
film, a constant temperature and 
humidity is maintained. Blushing of 
cheap products evidences itself as a 
more or less opaque coating. A nail 
polish containing high grade solvents 
may show a faint rim of white while 
drying. It should clear up gradually 
as any non-solvents and water mis- 
cible low boiling solvents disappear 
and the high boiling components be- 
gin to assert themselves. Blushing 
breaks the continuity of the film and 
impairs the requisites so necessary 
for satisfactory nail polish. 

(8) Flexibility may be gauged by 
brushing a film on tin-plate, silk 
fabric or a microscope cover-glass 
that is subsequently broken off the 
film. Without flexibility the polish 
simply will not adhere and wear, 
particularly at the nail tips. 

(9) Mar and abrasion resistance 
can be gauged by rubbing an orange 
stick or some finest sandpaper over 
a film on a glass plate or on the 
nails themselves. Any scratches and 
any marring or chalking tendencies 
should be noted. 

(10) Water resistance has always 
been important whether the source 
of the dampness was the bath or the 
dish pan. Now it would appear that 
alcoholic beverages should be taken 
cognizance of, also. Dip two film 
covered glass plates or a bent film 
covered piece of tin in a beaker of 
water and in a beaker of 100 proof 
(strong beverage strength) alcohol. 

(11) The nitro-cellulose itself 
may contain residual acid or the sol- 
vent employed may be the source 
of the acid if not having been com- 
pletely washed out or otherwise re- 
moved after esterfication. Shake up 
a weighed quantity of the polish with 
about ten times its volume of dis- 
tilled water. Filter and titrate with 
N/10 or N/20 sodium hydroxide, 
using phenolphthalein indicator. An 
alternative method, where standard 
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alkali is not available, is to allow 
some polish to evaporate spontane- 
ously in a polished copper dish. Any 
green discoloration should be viewed 
with suspicion. Acidity adversely 
affects some colors and where a metal 
shaft is used on the camel’s hair pen- 
cil, corrosion and clouding of the 
polish in the bottle will likely occur. 

(12 and 13) Any yellowing tend- 
ency will show up in a film brushed 
on glass and exposed in a sunny 
window in a day or two. Or, brush 
it on the clean glass window pane 
itself. Any cracks in the film are 
evidence of lack of wearing quali- 
ties. 

(14) Not only should the liquid 
polish be only slightly odorous or of 
good odor but the dry film should 
be almost odorless or of dainty scent. 
The day when the fastidious user will 
tolerate “banana oil” or other char- 
acteristic lacquer odors while apply- 
ing or a distasteful residual odor 
later is past. As stated, the wide- 
spread industrial use of nitro-cellu- 
lose has made a large range of sol- 
vents available. Some are unsuited 
for nail polish use because they are 
too slow drying, others because they 
are so highly odorous, of course. 
Many and varied are those that are 
reasonably if not highly suitable. 





And new materials are appearing 
constantly. 

The various tests outlined above 
appear to be quite a formidable array 
but none are tediously long or in- 
volved and some can be performed 
quicker than it takes to outline 
them. 

The question is often raised by 
those not in the know—*“how can 
there be such a variation in nail pol- 
ish when the solvents, whatever they 
may be, evaporate leaving only the 
nitro-cellulose and resin film be- 
hind?” A complete answer would 
become quite involved. The solu- 
bility of nitro-cellulose in a solvent 
is not identical with the solubility 
of salt in water. Any salt in water 
is a true solution with a definite sat- 
uration point at a given temperature. 
Nitro-cellulose in any given solvent 
dissolves almost indefinitely,  al- 
though of course, the solution be- 
comes constantly more viscous and 
jelly-like. Suffice it to say, then, that 
a high gloss or mat finish; a smooth 
film or one full of pin holes: a 
wrinkly or pebbly finish or a smooth 
one or one that contracts and puckers 
can be prepared from the same nitro- 
cellulose by varying the solvents 
and _placticizers. 

(To be Continued) 


ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume ref- 
erences. We cannot furnish com- 
plete copies of these articles or 
journals but will be glad to 
supply the addresses of the 
publishers upon request. 


Stepancovsky & Rodriguez, writing 
in Rev. Farm. (Buenos Aires) 77, 
160, 1935, find common and most 
medicinal soaps to be lacking in bac- 
tericidal power. Bacillus coli were 
destroyed by a 5% solution of a for- 
mol soap within 5 minutes, but more 
resistant bacteria were untouched. 
Afridol soap showed some bac- 
tericidal power. (Thru J. A. Ph.A. 
25, 244, 1936.) 

bh 


In testing the disinfecting action 
of bergamot oil, Marino (Abst. J. A. 


Ph.A. 25, 244, 1936) finds that lin- 
alyl acetate is more than three times 
as active in this respect, as bergamot 
oil. Since bergamot oil contains 
about 40% linalyl acetate, the writer 
concludes that it is this chemical in 
the bergamot oil that exhibits the 
germicidal properties. 


L 

Skin tonics and lotions are dis- 
cussed by S. P. Jannaway in P. E. 
O. R., 27, 248, 1936. Formulas for 
skin lotions, foundation _ lotions, 
beauty milks, liquid powders and 
other miscellaneous liquid cosmetics 
are given. The author believes ex- 
tract of witch-hazel to be an astrin- 
gent and tonic. Glycerine should 
never be used in concentrations 
greater than 15% in astringents. 
Powder foundation lotions should 
not contain gum or quince seed 
mucilage. 





the PENDULUM 





PART of the Christ- 
mas season's business will be the re- 
sult of women who have bought 
products for resort use, and, if manu- 
facturers are on their jobs they have 
prepared travel kits for perfume, 
toiletries. make-up items and cos- 
metics, not forgetting the many 
modes of travel: the different kinds 
of resorts; the varied types of people 
that go to them; the style influences 
that will prevail, and key their pro- 
motions accordingly. 

This winter will mark the longest 
resort season and the largest resort 
population since 1929, and it will 
be a gay and festive one, the impetus 
toward spending more emphatic: 
styling better: the joy of living more 
apparent. 

As to resorts—there are winter 


ones, where skiing, skating, hockey 





All the requisites for train, boat 
or motor are in this little travel- 
ling case by Barbara Gould. It 
contains special cleansing cream, 
irradiated normalizing cream, a 
bottle each of skin freshener and 
cream lotion; alsoabox of powder. 
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are the principal sports, and here 
your perfumes that tie in with these: 
your lotions, creams and dry-skin 
preparations should be featured. 

There are Southern playgrounds 
and beaches, where swimming, golf, 
tennis and dancing are the activities 
in which vacationists indulge. The 
manifold products used in_ these 
sunny climes are of the same kind 
and variety as those in demand at 
our own summer resorts, but there 
is this difference—here you have 
gathered together in one group, peo- 
ple who have money to spend and 
wish to do so; who are accustomed 
to buying merchandise in the higher 
brackets because, to their minds, 
high price is synonomous with qual- 
ity—see to it that they are not dis- 
appointed in yours! 

There are many cruise-minded men 
and women who are potential cus- 
tomers for all kinds of toilet goods, 
put up in convenient and attractive 
form. This department is glad to 
record that there are many manu- 
facturers who are turning out beau- 
tifully housed perfumes and _ toi- 
letries for this express purpose. 
Houses like Elizabeth Arden, Jaquet. 
Dorothy Gray, Marie Earle, Harriet 
Hubbard Ayer, Lentheric, and many 
others, have taken cognizance of the 
significance of cruise and vacation 
needs. 

Regard, too, the various means of 
travel in journeying to winter re- 
sorts. Air, rail, boat, motor and 
the trailer! Travel always induces 
a sense of adventure, whether the 
journey is to be a short or a long 
one. It changes the point of view, 
brings about new relationships; pro- 
motes human understanding; awak- 





A beautiful example of compact- 
ness and convenience for cruise 
and resort use is this beige satin- 
lined box, containing four ounce 
bottles of bath-oil, toilet water and 
friction lotion, by Mary Chess. 


ens a new realization of the im- 
portance of fashion and has an 
illuminating and vitalizing effect 
upon us all, 

The bouyant and exhilirating mood 
which the prospect of travel super- 
induces, including, as it does, the 
widening of horizons in search of 
new pleasures, sports, scenes, is a 
rich source of material for promo- 
tions; another opportunity for manu- 
facturers to spot-light “Products for 
Occasions.” 

Designers of women’s fabrics and 
clothes have thought of their every 
need. Fabrics of every weight, color. 
texture, pattern; clothes which run 
the gamut from the bizarre to the 
ultra-conservative; fitting slim. sil- 
houettes for the sylph to the casual. 
loose, classic for older women. It 
is evidence of progress and ever- 
growing activity that style trends to- 
day denote a wide variety of appeal 
to fit the demands of times, places, 
scenes and personalities. 

In the first group of pleasure 
seekers, we find ski clothes taking 
on the guise of smartness, and de- 
parting from clumsiness by fleece- 
lined garments; culottes; even ski 
dinner suits, with slacks and jackets 
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jauntily piped in a contrasting color 
to the material of which the suit is 
made, usually of black or navy 
gabardine. Practical ski clothes have 
Norwegian styled trousers with brief, 
waist-length, double-breasted jackets, 
and some have white kid jackets 
with dark trousers, and for novelty 
and color dark green courduroy 
trousers, with red gabardine jackets. 
There are also all white gabardine 
suits. 

With America developing Sun Val- 
ley in Idaho for skiing; with smart 
New York stores opening branches 
there, and an expensive, exclusive 
hotel to be termed a “Lodge”—any- 
thing may happen to this sport! 

Watch the Tyrolean influence con- 
tinuing; bright color accents are a 
typical outcome of this. We are still 
waiting for a Tyrolean perfume to 
appear on the market! What manu- 
facturers are afraid of it and why? 
Or have you made the mistake of 
thinking that because it has held 
good for two seasons, it won't last? 
Well—we'll let you in on a little 
secret! As long as that particular 
section of Europe continues to be 
the most popular skiing place in the 
world, and the most colorful skiing 
accessories and clothes can be bought 
there, the Tyrolean influence will 
last. Figure it out for yourselves! 

And now we come to the South- 
land, and its counterparts, here and 
abroad. There are many indications 
that your florals and bouquets may 
be promoted with safety, both in the 
South and on the Coast. 

Paris mid-season showings denote 
a marked preference for floral prints 
in beach wear, in printed linens and 
crepes—in which fabrics they do 
tricks, such as dancing all over the 
surface in the most animated man- 
ner—printed beach coats are fitted 
and long; shorts and bandanas also 
have floral motifs. 

Evening frocks, and day-time ones, 
have small and large bouquets on 
white or black grounds. Both silks 
and acetate fabrics have enormous 
hand-screened floral patterns. Espe- 
cially notable are oriental treat- 
ments of florals, using delicate rose 
tones and blues, with light greens 
and yellows applied to a sprawling 
design on a white ground. There 
are small florals, as well, printed on 
silk crepe for blouses, and flowered 
jackets are worn with plain fabrics 
for evening. 

All these alternate, of course, with 
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dots or stripes, and the high note in 
cruise and resort wear is white. 
The big novelty color is yellow, in 
all variations of shades. Remember 
these things when styling your acces- 
sory toiletries; your powders and 
rouges, and in planning your promo- 
tions for Florida and California. 


lng lluty 


This is not a price market, as we've 
remarked before, and it is a qual- 
ity one, so trading will be up instead 
of down, this season, but it must also 
be realized that value will play a 
definite part in consumer satisfac- 
tion, to see to it that this element is 
not overlooked, or Mrs. Smart 
Sophisticate and Miss Debonair 
Debutante may buy your products 
once, but that doesn’t mean she’s go- 
ing to keep on doing so, unless she 
feels that she has gotten a superb 
value for whatever dollars she 
spends. 

Men’s products this year show a 
nicely consistent restraint, for manu- 
facturers know that men are shy and 
reluctant to purchase anything for 
themselves that is not keyed to a 
severe simplicity, and they know, too, 
that women are aware of this also, 
so they've been extremely canny in 
designing them. 

This is a color year, so far as 
accents go, consequently there will 
be no quarrel on that score if you've 
gone in for high, singing tones, that 
harmonize with the trend, the mode, 
and the mood of your customers. 

Opinion seems to be about divided 
among manufacturers, as to whether 
a box is discarded after purchase, or 
retained, so that some of them use a 
container that is attention-getting, 
and the bottle unique also. Others 
veer to the plain box idea and pin 
their faith to the beauty of the bottle 
that will be seen and used constantly. 
We think that each is important. 
That if a box has a definite use after 
the bottle has been removed, both 
will serve to make the woman who 
has them remember pleasantly the 
manufacturer and the store where it 
was purchased. Thus the box and 


the bottle have a double advertising 
value, a lasting reminder of the firm 
that sponsored it. 


\ case in point are two packages 
put out by a woman manufacturer of 
impeccable taste. One is a veal-skin 
box lined with light weight wood, 
with a removable platform for a 
stock bottle of perfume. When this 
is taken out, the box becomes a cig- 
arette case. The other package goes 
a step further. It contains a de luxe 
bottle of perfume, of a larger size, 
and when empty, the container be- 
comes a cigarette box. 

Believe us, no woman would dis- 
card a container like that! She would 
probably purchase the perfume, even 
if she was not familiar with it, in 
order to possess either of these in- 
genious containers. Certainly, we'll 
throw away the box the perfume 
comes in if that’s what you expect 
us to do and make it apparent! Un- 
less you give us a reason for keep- 
ing them, we decidedly will not, and 
it's fairly easy to think of many 
other uses for boxes that contain 
products we buy at Christmas or any 
other time. Use half the common 
sense displayed in designing men’s 
products, and you'll be able to think 
up plenty of ideas for us—that is. 
if you really want to do so. Maybe 
it's too much trouble—if so, let it 
go. We'll continue to discard them. 
since that seems to be the psychology 
employed in a number of them. 

Toilet water bottles, this year. 
have reached a new high in beauty 
and distinction. Gone are the days 
when you can bottle your toilet water 
in plain, unadorned containers, and 
get away with it! Some of the beauti- 
ful ones we've seen would make any 
woman wish to have them, they 
would be such a distinct addition to 
her dressing-table. Many manufac- 
turers say that toilet water is the cor- 
rect form of perfume for daytime 
use, and youd be surprised to know 
how many times women takes this 
information seriously! 

When we are told the truth about 
the difference between perfume, toi- 
let water and Eau de Cologne there 
will be place in the day to day re- 
gime for all three. Is the fact that 
you want to run up the volume of 
one item or the other sufficient rea- 
son for evading the issue? Don't 
you see that in the long run, while 
you may sell more toilet water for 
the time being, eventually it’s going 
to cut into the sale of your per- 
fumes? Maybe you don’t believe this 
now. but eventually youll know its 
true. 








selves of this service. 


permits. 


nswers to in- 


the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail te 


any reader who will enclose a self addressed envelope with his query. 


84--BRUSHLESS SHAVING CREAM 
QV. Question No. 70 interests me ver) 
much, for | have trouble in filling 
Accord- 
ingly, | would appreciate very much 


brushless shaving cream. 


if you would send me a cheap brush- 
less shaving formula, but 
most of all the method of bottling 
the same.—G. B. A., Penna. 

4. We could 


your formula had you sent it, but 


cream 


have commented on 
since you did not. we suggest the 
following formula for your trial, 
Stearic Acid 
Potassium hydroxide 
Mineral oil 
Glycerine 

Water 


Perfume qs 


to 20 parts 


Melt the stearic acid and mineral oil 
on a water bath, bringing to 70°C. 
potassium — hy- 


Separately disolve 


droxide and glycerine “in water, 
warming to 70°C. Add the stearic 
acid-oil mixture to the water. stir- 
ring rapidly at first, then as the mass 
becomes cooler. sti 
When at about 45°C, add perfume 
and stir in well. Allow to cool and 
bottle the product cold. This should 
Others use this 


successful. 


more slow ly. 


work out for you. 
technique and find it 
Varving the water and stearic acid 
will give you a product of more or 
less consistency. The more stearic 


acid. the firmer the cream. 


85.— GERM-PROOF PRODUCTS 
O. We are 


our produc is 


interested in making 
“cerm-lree’” and would 
he interested in gett'nge the names of 
materials having this property. Is 
there any special testing in this con- 
nection? W. t Cal. 

A. We answer the second question 
first. There is lesting to do. and 
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plenty of it. To be sure, each batch 
made should be tested. Your best 
bet is to use the technique suggested 
by the Dept. of Agriculture in Cir- 
cular 198, 
can be used. Be sure your technique 
is acceptable to the F.D.A. Now, 
for the first part of your question: 


though other technique 


There are few materials that might 
be used. Any antiseptic or germi- 
cide used for this purpose, must be 
colorless preferably, odorless if pos- 
potent. We 
know of no such material off hand, 


sible, non-toxic and 
since those we are informed on are 
tied up with patents or special agree- 
ments. But some words of advice 
on any antiseptic claims you might 
make. 
prove them. 


Be absolutely sure you can 
Have several labora- 
tories check them for you. 


86.—-BEAUTY GRAINS 
Q. We would appreciate your ad- 
vising us as to the foundation of 
“Rubinstein’s Beauty Grains.”—W. 
T., Chicago. 
A. We don't know the composition 
of “Rubinstein’s Beauty Grains.” 
But we understand the product is 


blackhead 


pore refiner, etc. 


used as a preparation, 
Soap—either in 
dry or liquid form—is a common 
ingredient of this type of cosmetic. 
Sometimes abrasive is added to a 
powdered soap, the mix is slightly 
moistened, and then granulated with 
drying. Some use ground almond 
husks and other meals, mixed with 
Looks like you 
will have to do a bit of experiment- 
ing on your own hook here. But 
read the article on blackhead prod- 
ucts in the July, 1935, The American 
Perjumer, p. 236. It will help you 
make your choice of materials. 


soap powder. etc. 


87—CREAMY HAND LOTION 
QV. We are working to develop a 
hand lotion which we will consider 
worthy to be added to our line of 
goods. Will you give us a good 
basic formula for a creamy hand lo- 
tion i.e., the type which has a milky 
appearance, relatively thin and with 
frosty effect. We value this service 
feature of your publication highly. 


T. B., Wash. 


A. Please try the following formula: 
Stearic acid Parts 
Potassium hydroxide 
Triethanolamine 

Glycerine 

Alcohol 

Gum tragacanth 

Beeswax white 

Water qs 

Preservative qs 


Macerate the gum in half the water 
(containing preservative), and set 
Next day—in the other 
half of water, dissolve the potassium 


over night. 


hydroxide, glycerine and _ triethano- 
lamine, bringing to 70°C. Separate- 
ly on a water bath melt the stearic 
acid and beeswax, bringing to 70°C. 
Add the wax-acid mixture to the 
water alkali mixture, with rapid stir- 
ring. While this is going on, warm 
up the tragacanth mucilage to about 
60°C, and add to the emulsion be- 
ing stirred, and continue rapid agi- 
tation until emulsion is homogene- 
ous, then continue stirring moder. 


ately fast until cool. Dissolve any 


perfume used in the alcohol, adding 


this to emulsion. Set 


aside in 


your cold 
container without 
touching for a day or two to aid in 
developing Strain 
Bottle with aid of 
gravity filler. If you have a colloid 


closed 


pearliness. 
through muslin. 


mill available, it is advisable to pass 
the finished emulsion through this 
machine, immediately after adding 
perfume. Be sure to use care in stir- 
ring, or mass will be too 
frothy. 
proper stirring apparatus will help 


your 
Full mixing containers with 


avoid frothing. Karaya gum or other 
gums can be used in place of traga- 
canth. Karaya is reputed to have a 
softening effect on the hands that is 
not possessed by tragacanth. Adjust 
the amount of gum to give you the 
desired viscosity and feel. The alco- 
hol too can be adjusted to either a 
lower figure. Add_ sufh- 
preserve the 


higher or 
cient’ preservative to 
whole mass, dissolving this in your 


water used to macerate the gum. 
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A Christmas Fable 
For Our Industry 


Once upon a time there was 
a very young, very bad, and 
very lucky little boy. He 
couldn’t help being young; he really didn’t mean to be 
bad; and he didn’t know that he was lucky. All through 
the year he played games with other very young, very 
bad, and very lucky little boys. 
games he took as many advantages as he could that 
were just over the edge of fairness—some of them pretty 
far over at that. When he thought about this at all, 
which wasn’t very often, he could always think of a 
good excuse at the same time,—he needed more marbles; 
he saw some of the others cheating; and besides, his 
parents, Mr. and Mrs. Consumer would never know 
anything about it. 


In every one of these 


When the holidays came round, he even neglected 
to wish his good parents a Merry Christmas and a Happy 
New Year. But even though this made them feel badly, 
and even though they knew that he was very bad and 
probably didn’t deserve it, they made it the biggest 


Christmas he had ever had. They loaded him with 
every sort of gift he could think of and some that he 
had never in the world expected. This made him just 
a little bit ashamed. 

So, on New Year’s Day, he made a whole set of 
good resolutions. He really intended to keep them too, 
but, of course, he didn’t. None of us ever do. 

When he grew older, of course, he was no longer 
very young. He turned out to be quite a virtuous fel- 
low, but he wasn’t nearly so lucky. He didn’t take 
unfair advantage any more, but he didn’t have nearly 
so much fun. 
big Christmas was not quite as big a thrill as it had 
been when he was very young, very bad, and very lucky. 

But he never again failed to wish his parents, Mr. 
and Mrs. Consumer, a Merry Christmas and a Happy 
New Year, just as we now wish them to all of you! 


You see, he had grown up, and even a 
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Who Should Enforce 
The New Drug Law ? 


The single point which now 
seems most likely to inter- 
fere with the passage of an 
amended Food & Drugs Act at the coming session of 
Congress seems to be the question of who should enforce 
it. On this point the Toilet Goods Association has taken 
no position. It is probably correct in this stand, since it 
is more interested in securing a workable law than it 
is in the enforcing authority. 

At the same time, members of the industry should 
know the implications of divided enforcement as is now 
seriously proposed in some quarters. The proposal is 
that enforcement of the adulteration provisions and of 
the mis-branding provisions as they relate to the label 
and other advertising media which actually accompany 
the package itself should be vested in the Department of 
Agriculture, while other advertising, including presum- 
ably newspapers, direct mail appeals, magazines and 
radio should be under the jurisdiction of the Federal 
Trade Commission. 

Divided enforcement of the more or less intricate and 
technical provisions of such a law as this seems to us 
to be fraught with danger and difficulty. It might well 
involve separate cases with two departments of the gov- 
ernment to be defended simultaneously in different 
courts. It could lead to conflicting decisions which 
would permit, or seem to permit, certain statements in 
the advertising and bar them from the package circular. 
It might lead quite logically to costly and difficult suits 
which would have to be carried to the highest court for 
determination with no certainty of a final decision for 
several years. 

There is also the virtual certainty that the Trade Com- 
mission would take an unconscionable time in its en- 
forcement efforts. This might be desirable for those 
more anxious to evade than to obey. But the industry 
is as eager for the effects of the law as it is for the 
law itself. Those of us who remember the “Castile Soap 
Cases” recall that several years elapsed before the Courts 
and the Trade Commission reached a decision. Most 
of us feel that the decision was contrary to the fact if 
not to the evidence, when it finally was reached. Do 
we want a “Vitamin Cream Case” which will take five 
years to decide and then be decided wrong? 

With the greatest possible respect to the Trade Com- 
mission, which has a very trying and difficult job. we 
might point out that it has for years had authority of a 
very real sort over advertising. No one can point to 
its record in this regard with any conspicuous pride of 
accomplishment. On unfair practices generally it has 
done a good job. On those involving technical matters 
it has shown itself to be poorly equipped and none too 
determined in its activities. 

We think there should be no division of enforcement. 
We believe the Department of Agriculture best equipped 
for this task. We hope that the unofficial strength of the 
industry will follow that direction should it at any time 
seem advisable to take a position in the interest of 
securing an effective and workable measure. 


One fact is obvious from the 
proceedings of the Trade 
Practice 
month. It is not a very valuable fact. nor one that 
contributes to the peace of mind of the industry. It 


What Was Developed 
by The Conference 
Conference _ last 
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is that on demonstrators and PM’s the industry is still 
hopelessly split. So divided in fact are its members 
that they cannot debate these subjects without a con- 
siderable degree of ill feeling and acrimony. This is 
not a pleasant situation. 

Under the Robinson-Patman 
from the complaints just issued against Coty, Bourjois, 


Act and also, judging 


Hudnut and Elmo, under the Commission’s interpreta- 
tion of its own enabling act, both PM’s and demonstra- 
“unfair methods of competition”. This, of 
The only 


tors are 
course, remains to be decided by the Courts. 
decision thus far rendered covering an analogous point 
is one by the Circuit Court of Appeals, which appar- 
ently holds PM’s to be a legal method of doing busi- 
ness. The L. S. Supreme Court has never passed on 
the issue. It must do so eventually if we are to clarify 
a confusing and troublesome situation. 

The industry showed at the Conference that it could 
agree on less controversial and perhaps less important 
matters. It does not want false representation of prod- 
ucts, maligning of competitors and a number of othet 
things generally recognized as unfair. But a large sec- 
tion of it does want demonstrators and PM’s. 

It is freely predicted, although without any official 
basis, that the rules resulting from the Conference in 
their final form will ban demonstrators and PM’s alike. 
That will lead to prolonged litigation and an ultimate 


decision on their legality. Perhaps this in the long 


REVIEWS OF TECHNICAL BOOhS 


CosMETIC DERMATOLOGY. By 





We have been plagued 
by these problems for more than twenty-five years. It 
might be well to have them finally determined by the 
ultimate authority. 

The Conference itself could not be said to be a con- 


run would be the best solution. 


spicuous success, regardless of the final outcome. The 
end in this case can scarcely justify a method which 
brought so many displays of ill feeling and bitterness 
on the part of those who should be friendly competi- 
tors. It will be some time before some of the state- 
ments made on the floor are forgiven and longer before 
they are forgotten. Heated debate on a controversial 
subject is not always undesirable but personal recrimi- 
nations settle nothing and leave wounds that are hard 
to heal. 

Rules are coming out of the Federal Trade Com- 
mission as a result of this conference. We shall have 
to take the Group I rules whether we like them or not. 
Let us hope that they will be definite and definative. 
leaving no room for further controversy excepting in 
the Courts, where their legality must finally be de- 
termined. 

In closing, may we pay our respects to Commissioner 
Freer who presided so impartially over a gathering which 
must at times have tried his patience. He is an able 
and an amiable gentleman and the industry owes him 
a vote of thanks for his constant courtesy and good 
nature under none too favorable conditions. 


lation such interpretations are more 
important than ever. But it is be- 
cause Dr. Goodman has far outdis- 


Herman Goodman, B.S., M.D. First 
Edition. McGraw-Hill Book Co., Neu 
York 1936. 591 pgs. Price $6.50. 
In this new work, Dr. Goodman has 
attempted a task of such magnitude 
that its comprehensive nature is dif- 
ficult to realize until one has used 
this book a number of times as a 
source of reference. Cosmetic Der- 
matology is written by a_ skilled 
physician in active practice, but not 
in such terms that its valuable in- 
formation is accessible only to the 
medical profession. Any one who 
has discussed cosmetic and their re- 
lation to the skin with physicians, 
only to find that their opinions are 
based on a_ necessarily — limited 
knowledge of 
gratified to see that Dr. Goodman 
brings to his work a considerable 


cosmetics, will be 


knowledge of pharmacy, chemistry 
and cosmetic technology as well as 
his medical training and experience. 
The first part of the book is a 
Ingredients, Official 
Those who may 


Dictionary of 
and Unofficial. 
question the wisdom in duplicating 
the data already available in the 
Pharmacopoeia and in the National 
Formulary need to be reminded that 


68 


in addition to the physical and chem- 
ical properties of various substances, 
the idea of cosmetic dermatology and 
the action of various ingredients on 
the skin is ever kept in view in Dr. 
Goodman’s book. We regret that 
due to insufficient experimental data 
there are gaps in this part of his 
text which give little information 
about the action of various aromatics 
on the skin. In spite of these gaps, 
the reader need only refer to the 
book to convince himself how useful 
this dictionary is for his purpose, 
The second part of the book is 
devoted to cosmetic dermatology and 
here we have the many valuable 
comments of the author, in his in- 
formal and direct style so charac- 
teristic of his other books. Unlike 
many works on the subject of cos- 
metics which begin with a learned 
dissertation on the skin, and _ then 
blithely list formulae for everything 
from masks to mascara without any 
regard to the physiology of the skin, 
this volume contains comments by 
which the formulae take on a real 
meaning and it becomes possible to 
evaluate many of these formulae. 
With the prospect of cosmetics be- 
ing included in Food and Drug legis- 


tanced many other writers in this 
field, we should have liked to see 
fewer formulae in his book and more 
extensive comments on those offered. 
With so many new products of every 
sort appearing almost daily, each 
struggling to be incorporated into a 
cream or lotion, it is as important 
to know what to leave out as well 
as what to put in. 

The book is well indexed and well 
edited. It is remarkably free from 
typographical errors, which is un- 
usual in a first edition in a work 
of this kind. The only serious error 
we noted (pg. 171) was where the 
ingredient oxyquinoline sulfate cal- 
cium does not correspond with the 
formula given: (C,H,NO), H,SO,. 

The work has an introduction by 
a Mayham, Editor of this jour- 
nal, who relates how “Cosmetic Der- 
matology” came to be written. The 
last two sentences of this introduc- 
tion are worth quoting to summar- 
ize this review: 

“Sales of the work can never re- 
pay the author for the time and en- 
ergy which he expended in its prepa- 
ration. Perhaps the knowledge of 
a task well done is sufficient reward.” 

Victor G. FouRMAN. 
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Lipsticks 


for MEN! 


1\ America’s new- 
est and most rapidly-growing sport 
there is a definite need for a lipstick 
and a heavy, protective face cream 
which men can use as well as wo- 
men. Whizzing down a mountain 
trail at a high speed, frequently forty 
or fifty miles an hour, the sharp cold 
of wintry winds cuts the skin and 
lips of skiers, this is no ordinary 
chapping, especially of lips. The 
corners of the mouth become sore as 
the skiers plunge into the wind at 
varying degrees of low temperature. 

The sport of skiing is developing 
A few 
there were only a few thousand skiers 
in the whole country. In the Winter 
of 1935 the New Haven Railroad 
carried 2,600 of these 
from New York to snow 
Last year the figure was 17,000. Dur- 
ing January and February of 1936 
there were 37,000 snow-train fares 


at a fast pace. years ago 


sportsmen 


regions. 


paid to four railroad lines in New 
where the sport had an 
earlier start. Last Winter 40,000 
New Yorkers rode the trains to ski 
centers and uncounted numbers used 


England 


automobiles. 

Across the northern part of the 
nation, in Canada and in the high, 
mountainous section of the Pacific 
coast skiing has become a major 
recreation. Many thousands are turn- 
ing to frozen playgrounds for 
healthy sport. The enthusiasm and 
impetus of the past two years have 
already had a widespread effect. Ex- 
tensive plans have been made to 
make the 1937 season a successful 
one, 
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No! Not a highly colored, seented, and flavored produet, but 
something quite different for use when skiing or indulging in 
other strenuous Winter sports) HAZEL Kk. WHARTON tells 
how a manufacturer could profit by a “Ski Kit” containing this 
and some other products with appeal to both men and women. 


In all probability there will be 
hundreds of thousands of skiers on 
the hills and mountains of the coun- 
try from January till April.  Fre- 
quently — the 
around zero. 


temperature will be 
A whipping wind and 
brilliant sunlight reflected from the 
gleaming snow will dry, burn and 
roughen the skin and lips. 

It is not an unusual sight to see 
men as well as girls stop to smooth 
some preparation on their lips. 
Sometimes men apply a lipstick sur- 
Others 


girls and laughingly rub it on. 


reptitiously. borrow from 

According to a famous ski instruc- 
tor who has been in this country a 
number of years, he has found no 
preparation here to compare with 
the European cosmetics made espe- 
cially for skiing. 
compound shields both lips and skin 
While glaciers 


are found only in the high regions 


Over there an ice 
from glacier burn. 


of the American Northwest, the vivid 

Spring sun on the snow anywhere 

plays havoc with lips and skin. 
Some of the seasoned skiers of the 


United States use cocoa butter on 





their faces. But this is a greasy mess 
and frequently smears their clothes. 
There are others who make a mix- 
ture of zine oxide and petroleum 
jelly. Few people, however, want 
to use such preparations. 

In a few motion pictures of skiing. 
participators in the sport have been 
shown daubing their cheek-bones 
with a black substance. This is done 
when the glare from sunlight on 
It protects the eyes. 
Perhaps the same effect could be se- 


snow is strong. 


cured by a lighter colored cream or 
compound, that would counteract 
glare. 

Of course, many girls will apply 
a base cream to their faces before 
they go out to ski. But few men 
will have them handy. And most 
base creams are not heavy enough 
to shield against the onslaught of 
wind created by swooping down a 
hillside at high speed. After-applica- 
tions of other creams help, but few 
skiers have them available when they 
want them most. 

If a package of three items were 
made especially for the sport of ski- 
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ing. there would be a new and ready 
market. There should be a_ white 
ice stick for the lips; 


or compound as a safe-guard against 


a heavy cream 


wind, with glare-absorbing qualities, 


z 


if possible; and a soft. soothing 
cream to smooth into the skin when 
the sport for the day is over. 

These products should be put in a 
suitable container, also made espe- 
cially for skiers. Men will not want 
anything which — looks 
When girls and women join in the 


feminine. 


sport, they, too, will appreciate some- 
thing which will conform to their 


costumes. The package should be 
compact enough to take little space, 
yet not so small as to become easily 
buried in the depths of a “hard-to- 
get-at” pocket. 

When such products, lightly and 
suitably packaged, are available to 
American skiers, they will become a 
W intersports outfit. 
And if such a package is put on sale 
in sporting goods stores and Winter- 
departments where _ skiing 
equipment is sold, as well as in ski- 
ing centers, the market will be even 


part of every 


sports 


greater. 


hy MAISON &. de NAVARRE 





@ CETYL AND PALMITYL ESTERS 
Several forms of sodium and potas- 
sium cetyl palmitates have been re- 
cently received. These are emulsi- 
fying agents with special properties. 
If you are interested in products con- 
taining acid, you will need these to 
maintain stable emulsions. Shaving 
cream is another type of product es- 


pecially benefited. 


@ DATED COSMETICS One sa- 
lon treatment is offering a_ spe- 
cial package of the regular mer- 
chandise, with a date on the label. 
This is one of the first general ap- 
plications of this idea to cosmetics. 
Some manufacturer will do it in a 
grand manner one of these days, and 
you will have a repetition of the 
“dated coffee” 
long ago. No reason why it cannot 
be made to work. It is all a matter 
of distribution. Imagine the difh- 
culties the coffee maker had to over- 


sales sweep of not 


come on a fraction of the retail price 
He did 


you get for your cosmetics! 
it. So can you. 


@ SPORES (Quite 
quest comes in for an explanation 
Here it is. A 
spore is either of fungus or bac- 
terial origin. It is the dormant stage 
of either form of life. While con- 
ditions for existence are unfavorable, 
these do not sprout into life. But 
once conditions are good, they im- 


often a_ re- 


of the word spore. 
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mediately develop into the vegeta- 
tive form, and produce offspring by 
the millions. Spores are not readily 
killed by either heat or germicides. 
It takes either agent in good doses to 
do the trick. Heat for instance, at 
over 300° C. or live steam for 25 
hours does not kill certain spores. 
No single germicide is known to kill 
all spores, but certain ones do a 
pretty good job of it. Spores are 
usually found in most dry cosmetic 
materials, such as gums, waxes and 
powder ingredients. 
eases resulting from spores are ath- 
letes’ foot, botulism and 
others. Some skin diseases are due 
to fungi or their spores. 


Common dis- 


tetanus, 


@ SHAMPOO ..... WHAT TYPE 
It is true that the various surveys 
give the soapy type of shampoo a 
great edge over all other shampoo 
But a fact seemingly signifi- 
cant is, that about 60 per cent of the 
letters I receive regarding shampoo 
formulation, are for the soapless— 
oily—lathering type. You sulfonated 
oil shampoo makers might check on 


sales. 


this. It may be that changing your 
type of shampoo would help sales. 


bath 
Tyrolean 
pine oils in suitable vehicle make a 
nice bath preparation. Color suit- 
ably, so that three or four drops is 
enough to tint the bath. 


@ PINE BATH OILS = The 


tub season is on again. 


You can 





also include enough wetting agent 
in your finished product, so that it 


will prevent the formation of a “bath- 
tub-ring.” For more information on 
this, get the free bulletin sent to 
readers of this column, called “Wet- 
ting Agents.” Simply make your re- 
quest on a penny postal, and send to 
The American Perfumer. 


@ FOAM BATHS More interest in 
this type of bath preparation is man- 
ifest daily. The exact composition 
of such preparations now on_ the 
market is not known to this writer. 
However, utilizing a knowledge of 
materials, one has the following to 
With an effer- 
compound as a_ starting 
point, it immediately brings to mind 
foaming agents such as those men- 
tioned in the Wetting Agents Bulle- 
tin, given readers of this column, 
saponin, 


experiment with. 


vescing 


other 
foam producers and stabilizers. The 
mixture can be suitably perfumed, 
then pressed into cakes or packaged 
in the powder form. The latter 
is the handle the 
material. 


soap powder, and 


easier way to 


@ BODY OILS The increasing num- 
ber of body oils now offered bears 
out the statements made some time 
ago in this column. So, if you want 
to keep abreast of the times, better 
Cold mixed 
oils are the most popular. These can 


add one to your line. 


be based on olive oil, mineral oil, 


sesame oil, peanut, sweet almond 
and other vegetable oils. If you 


like, the nourishing qualities can be 
augmented by adding materials such 
as cholesterol 0.5%, lecithin 2(¢, or 


lanolin 5%. 


When using such ma- 
terials, dissolve these in the mineral 
oil with heat, diluting with your veg- 
etable oil. The best mixtures con- 
tain both mineral and vegetable oils. 
Be sure to preserve with antioxidants 
if vegetable oils are used. 


@ NEXT BULLETIN The next bul- 
letin given readers of this column 
will be on “Preservatives, Antisep- 
tics & Germicides” insofar as_ the 
subjects covered are of interest to 
toilet goods manufacturers. Get in 
your order early. Those not having 
the last two bulletins, will be glad to 
know that they were “Sun Tan 
Preparations” and “Wetting Agents” 
respectively. 
able. Simply write The American 
Perfumer, and ask for one. 


Some are still avail- 
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DR. ERNEST GUENTHER, 


Helsian Essentia 


Chiel 






Kesearch Chemist — of 


Fritzsche Brothers, Ine., begins a study and survey of oils ob- 


tained from Belgian-grown plants. 


Angelica is the most 


important but valerian, chamomile and hops will also be dis- 
cussed in later installments—EDITOR. 


THE Gothic facade 
of the Hotel de Ville, shrouded in 


darkness, cut a_ sharp silhouette 
against the bluish gleam of the 


northern sky, and the slender out- 
lines of turrets and gables, leaping 
gracefully from roof to roof, gave 
a sense of harmony to the old houses 
Ten o'clock at 
night and the eve of Belgium’s In- 
dependence Day. Nothing of the 
clamor and exuberant gaiety of 
France’s 14th of July! Everything 
was quiet and peaceful and only the 
Cathedral 
dence announced the passing hours. 
Here and there a late stroller and a 
few good “bourgeois” in the drab 
little sidewalk cafes. 

No scene could better portray the 


around the square. 


chimes in sonorous ¢a- 


tranquil character of this little Bel- 
gian towns. At this hour of the 
night it seemed as though Mons had 
passed through centuries of pleasant 
sleep, interrupted only by a few 
nightmares of war, conquest and suf- 
fering. More than once these vaulted 
Gothic 
looked down upon scenes which made 
history and shook the world. 
in the damp, horrifying dungeons 
beneath the Hotel de Ville, the Span- 
ish Inquisition tortured 
and patriots, and over the cobble- 


windows and gables had 


Down 


dissentors 


stoned Square marched Napoleon's 
and the Kaiser’s armies, both vic- 
torious and defeated. 

From 1914 to 1918, Mons was oc- 
cupied by the German army but on 
November 11, 1918, the Canadian 





Typical Building in Mons, Belgium 
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Chamomile Ready for the Harvest 


Corps and the Fifth Irish Lancers 
after fierce fighting recaptured the 
town. The last shot of the World 
War was finally fired in Mons. To- 
day there is nothing in the aspect 
of the town to remind us of these 
days except a museum and the little 
war memorial behind the City Hall. 
Mons has once more settled down 
to its quiet, peacetime occupations. 

In the morning we set out on our 
excursion into the nearby regions. 
Mons is primarily a mining town, but 
only about fifty miles away, around 
Lessines, stretches very fertile land 
where all kinds of medicinal and es- 
sential oil producing plants are 
The little town of Lessines 
is the center of the main regions for 
the cultivation of angelica, Roman 


grown. 


chamomile, valerian and hops. The 
land around Lessines is reminiscent 
of Holland—flat, rich, fertile and 
well irrigated. The low brick houses, 
immaculately 
dens and the flowers on the window 
sills, the tiled interiors, the care and 
cleanliness recall the Dutch country- 
side. The entire land is carefully 
cultivated and given an aspect of in- 
dustry, wealth and 
There is nothing of that barren, drab 
poverty—no 


clean, the little gar- 


contentment. 
trace of the neglect 
which in Southern countries so often 
strikes the visitor from the North. 
Most of the land belongs to small 
farmers and growers and, therefore, 
one does not encounter very exten- 
sive plantations of angelica, chamo- 
mile, hops and valerian, but, on the 


contrary, small patches, all individ- 
Like his Dutch neigh- 


ually owned. 
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bor, the Belgian farmer is attached 
to the soil and is stubbornly indi- 
vidualistic. 

This whole structure gives to the 
Belgian medicinal plant industry, 
dating back more than a century and 
comprising about 250 hectares, its 
peculiar character the plants 
are grown by hundreds of farmers 
and subsequently sold directly or 
through field brokers to the plant 
After drying 


and storing in warehouses the plants 


merchants in Lessines. 


are exported to the Continent, to 
England and the United States. Be- 
cause the plant material originates 
from so many small fields, there is 
always the problem of getting uni- 
form Belgian plant material. It may 
happen that shipments of dried plant 
material contain material of differ- 
ent quality. The soil, the individual 
care of the small-scale grower, the 
weather prevailing on the day of har- 
vest,—all tend greatly to influence 
the quality of plant material, espe- 
cially the yield of oil. It is difficult 
to select and standardize large quan- 
tities of roots and flowers such as can 
be done with other products—oils, 
for instance. Therefore, shipments 
of large lots often show considerable 
variation in quality. 

It seems logical that most of the 
plant material grown in Belgium, es- 
pecially chamomile flowers, hops 
and, to a certain degree, angelica 
root, should be distilled on the spot, 
directly after harvesting, because at 
that time the essential oil content is 
highest. Drying of the material, es- 
pecially the flowers, unquestionably 
causes a certain loss by evaporation 


aie Cra ee thor Weecueeee 3 








A Village in the Plant Growing Region 


of essential oil. This loss is more 
marked in the case of quick, artificial 
drying by blowing hot air through 
the fresh plant material. The most 
volatile and most delicate constitu- 
ents of the plant perfume (essential 
simply blown 
into the sky. 


oil) are thereby 
through the chimney 
One would naturally expect that 
some of the plant material would be 
distilled near the producing regions 
but there is no distillery around Les- 
sines. All of the plant material is 
first dried in the warehouses of the 
plant merchants in Lessines, then ex- 
ported to England, Germany and 
France and finally distilled in dried 
form by the various essential oil 
houses. 

Unless the plants are distilled soon 





Young Chamomile Plants in the Field 


after the harvest, neither yield nor 
quality of oil is fully satisfactory. 
Therefore, the essential oil distillers 
in France, Germany and England 
must try to receive from Belgium as 
fresh plant material as 
otherwise the yield of oil is inferior 
and the cost very high. 

The bulk of Belgian 
plants, however, is not exported for 
the distillation of essential oils but 
rather for use in the drug and phar- 
maceutical industries. In the follow- 
ing study we shall confine ourselves 
to a description of the plant culti- 
vating methods and the essential oils 
distilled from Belgian medicinal 
plants. 


possible, 


medicinal 


Oil Angelica 

Archangelica offici- 
nalis, Hoffm., occurs all over Central 
and Northern Europe. The aromatic 
principles are contained in all parts 
of the plant.—in the roots, leaves 
and especially in the seeds. The 
plant is cultivated extensively in Bel- 
gium and to a extent in 
France, both for root and seed pro- 
In Thuringia (Germany) 
the plant is grown primarily for its 


lesser 
duction. 


root. 

The main producing regions of 
Belgium are in the North of the 
Province of Hainaut, especially 
around Lessines. 

As a rule, angelica is planted in 
September and October, before the 
arrival of winter. The following 
June and July the stalks are har- 
vested, to be employed mostly by 
manufacturers of fruit preserves. 
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These angelica stalks resemble com- 
mon rhubarb used in the household 
for the making of preserved rhu- 
barb. 

When the plants are cut, care must 


be taken to leave the principal cen- 
tral stalk which will grow the fol- 
lowing year, branch out and _pro- 


duce the seeds. These plants reach 
a height of 6 to 7 feet. When the 
seed ripens in July, the umbels are 
cut and gathered by the workers in 
their aprons, from whence they are 
emptied into sacks standing along 
the edge of the field. Cutting of 
the seed is repeated several times, at 
intervals of a few days, as they ripen. 
The umbels (seed clusters) are subse- 
quently dried either by hanging in 
garrets or by drying in kilns by 
When dried the 
seeds are lightly beaten, sifted and 
winnowed. 


means of warm air. 


No time must be lost in clearing 
the field for a new crop. The plants 
must be pulled out immediately and 
the roots collected. If allowed to 
remain in the ground the roots will 
quickly rot. 

The total production of angelica 
seed in Belgium varies but might be 
estimated at about 40 to 50 
The total production of 
about 15 to 20 tons, on an average: 
in other half, if not 
less, of the seed production. 


tons, 


roots 1s 


words, about 


Angelica Root Oil 


As pointed out in 
the introduction of this study, the 
Belgian growers and exporters dry 
the root before it is exported. When 
ordering root material for distilla- 
tion, must be exercised to 
specify material free from the lower 
woody parts of the stalks because 
they contain very little essential oil. 
It seems that the slender rootlets are 
particularly rich in oil. Roots upon 
prolonged ageing lose part of their 
essential oil and the yield of oil be- 


comes less. 


care 


The more volatile ter- 

evaporate. Fresher 
root material, therefore, yields oils 
of lighter color and a more charac- 


penes slowly 


teristic terpene-note whereas oils dis- 
tilled from old material are 
darker, of higher specific gravity and 
These 
possess a very pronounced and char- 


root 


lower optical rotation. oils 
acteristic musk odor which is caused 
by the higher content of oxygenated 
compounds, especially lactones. 

Our average yield of oil has been 
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0.4% to 0.5%. With ageing, freshly 
distilled oils gradually change their 
Under the influence of 
light and air, the color turns to a 


properties. 


brown shade and the optical rota- 


tion decreases considerably. 
Gildemeister & Hoffmann’, for in- 
stance, report that a freshly distilled 


oil of T 27 


optical rotation, after 


six years of ageing showed a rota- 


tion of only +8°. 


rotation was 


TABLE I 
Specific Gravity a 


Optical Rotation ap: 


Refractive Index np: 
Acid Number: 
Ester Number: 


Ester Number 
Acetylation: 


Solubility: 


after 


TABLE IV 


probably 


This change in 
caused by 


0.859 to 0.918 

(Oils distilled from 
Thuringian roots 
often show lower 
specific gravity, 
which might qo 
down as low as 
0.853). 

From +16° to +41 

(French oils even in 
fresh state some- 
times show consid- 
erably lower rota- 
tion. 


1.476 to 1.488 
Up to 5 
12 to 39 


30 to 75 
Soluble in 0.5 to 6 


volumes and more 
of 90% alcohol, 
sometimes with 
slight opalescence. 


Specific Gravity as°: 
Optical Rotation «ap: 


Refractive Index 
Acid Value: 


D2! 


Saponification Value: 


Solubility: 


phellandrene. It is interesting to 
note that Manila elemi oils act simi- 
larly, probably also because of their 


phellandrene content. 


Chemical and 
Physical Properties: 
The 


properties 


same authors 


indicate the shown in 
Table I. 


\. Chiris* observed as an average 


TABLE Il 


Specific Gravity u;°: 0.863 to 0.875 
Optical Rotation ap: L19° to +25 
1.479 to 1.482 
Up to 2.4 

Il to 19 


Refractive Index np» 
Acid Number: 
Ester Number: 


TABLE Ill 


Specific Gravity 5°: 
Optical Rotation ap: +0° 26’ 
Refractive Index nn» : 1.4922 
Acid Number: 14.7 
Ester Number: 47.6 


Solubility: Soluble in 1.5 vol- 
umes and more of 
80% alcohol. 


0.938 


0.936 0.917 0.909 

+3° 40’ +8° 32’ +2° 30 

1.4870 1.4881 1.4813 

16.4 15.4 12.6 

81.5 70.0 62.5 

Soluble in 0.5 volumes and more of 90%, 
alcohol. 
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Table II. 


According to the same authors, 


the constants given in 
oils distilled from root stored for a 
quite different 
properties, for instance those shown 
in Table III. 


Our own 


long time showed 


experience confirms 


Chiris’ views. Three samples of our 


own distillation showed the prop- 
erties given in Table IV. 
Such oils distilled from stored 


root material are by no means in- 
ferior; they are equally as good, if 
not better than oils from fresh roots. 
pronounced 


their very 


because of 
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Wr. Cowling, our Merchandis- 
ing Editor, here presents facts 
and ideas of interest to the manu- 
facturers. We may not always 
agree with his conclusions and 
perhaps you, as readers, will also 
have different viewpoints. A 
Blackboard is a_ place where 
problems are set down to be 
discussed and solved. Whether 
you agree or disagree, Mr. Cowl- 
ing will always be glad to have 
your views or to comment on 
problems of your selection. W rite 


. him.—EDITOR. 
HANG YOU, JACh-—1 GOT MINE! 


No one observing the attitude of 
the average department store buyer 
toward a manufacturer’s attempts to 
comply with his interpretation of the 
Robinson Patman bill can doubt that 
the success of the measure, at least 
so far as the toilet goods industry is 
concerned, will be up to the manu- 
facturers. 

What | shrill 


scented air of toilet goods depart- 


screams rent the 


ments everywhere when sales man- 
agers of some of the big companies 
timidly buyers that, 
“Please Sir, if it’s all the same to 


you, we're going to be loyal and 


suggested to 


patriotic citizens and _ discontinue 
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musky odor. They showed less ter- 
pene character than the fresh root 
type, which approaches the oils dis- 
We believe that a 
com- 


tilled from seed. 
high content of oxygenated 
pounds in an angelica root oil is 
preferable to a terpene character be- 
cause the latter can always be ob- 
tained by the use of angelica seed 
oil. 


“Die Atherischen Ole”. Third Editon, 
Volume III. 
““Les Parfums de 


15. 


France” 12 (1934), 


(To be Continued ) 


by 


DONALD S. 
COWLING 


your retroactive ten per cent dis- 
count!” 

What savage howls terrorized ter- 
ritorial when they 
smiled placatingly and announced 
that the P. M.’s on their lines would 
Did the 


buyers of these big department stores 


representatives 


now be things of the past! 


bow submissively and reply to these 
announcements that the will of the 
people, expressed through their hon- 
orable representatives in the Con- 
gress, was, so far as they were con- 
cerned, the will of God? 

They did not! They were speech- 
less for a moment, and then, with 
froth flecking the corners of their 
mouths, they glared wildly about for 
a brick. 

The sad truth of the matter is that 
the Robinson Patman bill hits a good 
many retailers right where it hits the 
pocketbook. 
And when you come right down to 
it, those retailers who are hurt the 
worst are those who can hurt the 


manufacturer—in _ the 


manufacturers the worst. and when 
both are faced with the necessity of 
thrusting the knife into the tenderest 
spot by a rigid and cooperative ad- 
herence to the provisions of the bill, 
the temptation to seek 

methods becomes insistent. 


pleasanter 





A, this is hearsay, of course, but 


a casvtal observation of the retailers 
attitude will verify your suspicion. 
Even those buyers who are calm 
about it all, nod gently, and with a 
kindl,, 


come out right—love will find a 


smile suggest that all will 


way; and in the meantime will you 
kindly get to hell out of here quietly 
and not interrupt me with such dod- 
dering nonsense. 

Amazing, my dear Watson,—amaz- 
ing, if you don’t know human nature. 
The little two for a cent pill roller 
on the neighborhood corner at the 
end of the car-line thumbs his nose 
joyfully at the brightly lighted unit 
of the national chain when he rides 
downtown, but the big department 
store where the pill roller’s wife and 
the chain store magnate’s wife and 
the wives of Tom, Dick and Harry 
go to buy their toiletries in no uncer- 
tain terms declaims to the bemused 
manufacturer just what he can ex- 
pect if he tries any chiselling on 
him. “But we've got to.” says the 
manufacturer. “We don’t want to 
bring the Federal Government down 
on us.” 


“Oh, yeah,” says the buyer, “Well, 
go try it on somebody else. In the 
meantime, everything of yours in this 
store remains as is, or ——.,” and 


he jerks an expressive thumb toward 
the back door. 


The Changing 
Market 

The buyer's 
ket of the past six 


mar- 
years has 

manufac- 
trimming his sails as 

dictate. Had _ the bill 
been promulgated in the piping days 
of the early °20’s, manufacturers 
would have seized upon it gratefully 
and put it into action at once with 


rather accustomed — the 
turer to 
his buyers 


teeth and barbed wire all over it, 
and the retailers would have taken 
it and liked it. Now the very thought 
of the lowly manufacturer attempt- 
ing to dictate to the lordly retailer 
is abhorrent, even though the dicta- 
tion is a transcription. 

But by the same token this is an 
excellent opportunity for the manu- 
facturer to start to do a little of the 
pitching. The catchers have been 
running the game for a long time. 
Let’s forget signals and curves for 
awhile, and stick a few fast ones 
right across the center of the plate. 
They can’t all knock home runs. 
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VITAMIN ’F’ (Unsaturates) 


by AUGUST J. PACINI 


The difficulty of securing completely impartial research reports re- 
sarding the claims advanced for “Vitamin F” by those interested 
in ils sale, has led to much confusion regarding the preduct itself, 


its nomenclature, chemistry, physiologic, or cosmetic effects. 


It ap- 


pears to be one of those products whose proponents are al times 
more vigorous than logical and whose opponents can see no good 


in it. 


duct in cosmetics to make a concise statement of his position. 
he does with admirable restraint in this Article. 


We hace asked the principal exponent of the use of the pro- 


This 


An article pre- 


senting the other side of the picture may follow in a later issue. 
Meanwhile, this magazine, in conformity with loné established 
policy, neither recommends nor opposes its use in cosmetics. We 
do urée, however that caution be used in the claims made for any 
toilet preparations containing “Vitamin F“ — EDITOR 


TF young animals 
are subjected to a complete fat star- 
period of 
develop a deficiency 


vation over a several 
months, they 
disease and die. 

The deficiency 
by fat starvation is devastating. 

It affects growth, which is stunted, 
and is seemingly more pronounced 
in male as compared with female 
animals. 

It affects the generative system 
and leads to a form of sterility apart 
from that produced by vitamin ‘E” 
deficiency. 

It seriously damages the kidneys, 


disease produced 


where a fatal nephritis develops. 
But, of intense interest to the cos- 
metic industry, it also displays its 
intimate relation to the epidermal 
structures where the following symp- 
toms characterize it: 
1) a roughness and drying of the 
skin eventuating in a_ scaly 
eczema: 
a brittleness of the finger nail; 
a brittleness of the hair, which 
becomes dull, lustreless, coarse 


ON 


w 


and soon begins to fall out 
(alopecia) ; 
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t) a profuse scurf or dandruff. 

Humidity seems to influence the 
condition, it being worse in dry as 
compared with moist environment, 
and, therefore, the deficiency is more 
marked during the winter than dur- 
ing the summer months. 

Several dietetic factors, including 
certain of the vitamins such as A, 
B, C, G and E, have a relation to 
clear skin; but these 
proved not to be the ones involved 
specifically in the epidermal disor- 
Biochem- 


have been 


ders due to fat starvation. 
ists now agree that the indispensably 
essential fat ingredient is an unsat- 
urated acid, in all likelihood a single 
And to that 
have 


isomer of linoleic acid. 


ingredient, biochemists given 


the name Vitamin ‘F’. 


Symptoms Corresponding to 
Vitamin ‘F’ Deficiency 
Widely Prevalent 


There is little 
doubt about the wide-spreadness of 
eczematous disorders which physi- 


cians list as among the most numer- 


ous of all skin diseases. Prominent 


dermatologists have reported the 


treatment of eighty-seven patients 


with an oil containing an un- 
amount of vitamin ‘F’, 


the results described as 


measured 
being 
“gratifying, usually permanent and 
with only Thus, it 
is not unlikely that doctors see many 
cases of eczema due to vitamin ‘F” 
deficiency. 


few relapses”. 


Infantile eczema may likewise be 
due in some instances to vitamin ‘F”’ 
deficiency, and much authoritative 
medical is accumulating 
on the use of vitamin ‘F’ 
rective. 


literature 


as a Cor- 


It is, however, in the field of cos- 
metics that lesser, yet unmistakable 


evidences of vitamin ‘F’ deficiency 


are everywhere to be seen. Fairly 
trustworthy information suggests 


that probably more than 80% of the 
women seeking beauty service show a 
dry skin. Brittle finger nails, brittle, 
lusterless hair, dandruff are also ex- 
ceedingly common. 

In the matter of hairlessness, or 
alopecia of varying degrees, men are 
greater sufferers than women; and 
this correlates admirably well with 
the greater intensity of symptoms in 
male than in female experimental 
animals. Of course, women undoubt- 
edly take better care of their hair: 
but it is significant that the care ex- 
ercised by women involves the use 
of oils and other preparations in 
which vitamin ‘F”’ is present, inten- 
tionally or otherwise. 

To these dramatically many evi- 
dences of symptoms that could be 
due to vitamin ‘F’ deficiency must be 
added certain additional considera- 
tions. Whereas caution is always de- 
sirable in drawing conclusions con- 
cerning human nutrition, it is sig- 
nificant that the human diet is often 
exceedingly low in fats of any kind. 
and that when fats are added they 
ordinarily contain little or no vita- 
min ‘F’ (or even vitamin E). 

Butter, coconut oil and beef fat are 
the chief table fats: and these are 
either entirely deficient. or at best 
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very poor sources of vitamin “F” 
Hydrogenation reduces the unsat- 
urated fatty acid content of oils, and 
thus tends to eliminate vitamin *F” 

All of this is to be compared with 
the former use of natural lard which 
is an excellent source of vitamin *F” 

So impressive are these facts that 
the discoverers of vitamin *F” have 
stated that “the prevalence of dry 
skins and abnormal kidneys may be 
directly attributable to improper (in- 
adequate vitamin ‘F’ bearing) fat in- 
take.” Just as the refinement of foods 
has made for additional importance 
in the case of vitamins A, B, C, D. 
E and G, it is reasonable to accept 
the suggestion that it has similarly 
made for additional importance in 
the case of vitamin ‘F’. Indeed, if 
the evervday occurrence of outwardly 
visible symptoms of vitamin de- 
ficiency are any criterion, it must be 
admitted that there are more in- 
stances to be seen suggesting vitamin 
‘F’ deficiency than instances suggest- 
ing deficiency from all other vita- 
mins combined! Cases of xeroph 
thalmia (A deficiency) are not ap- 
parently numerous; nor are cases 
of beri-beri iB defi lency)., scurvy 
(C deficiency). rickets (D_ defici- 
ency), or black tongue (G_ defici- 
ency). Sterility is increasing, it 
seems. so that vitamin “*E’ deficiency 
undoubtedly exacts its penalty. But 
cases of dry skin, brittle, lustreless 
and falling hair. dandruff, brittle 
finger nails and eczema, to say noth- 
ing of kidney disease, are exag- 
geratedly numerous and ubiquitously 
distributed. And all of this seem- 
ingly more so today than half a gen- 


eration ago. 


Vitamins and Perfumes Related 


Great is the un- 
sus pec ted relation that exists between 
some vitamins and perfumes. From 
the view of physiology, the starting 
point are the sterols,—the very same 
materials that are found largely as 
cholesterol. (free and combined) in 
the human skin! 

$y a series of successive oxidations 
and changes. the sterols are trans- 
muted from their original state, 
through a series of products of pro- 
found physiological importance, ter- 
minating in the choicest essential oils 
of the perfumer. Here are the steps: 


1: Sterols: 
Found as_ cholesterol in 
every cell of the human 
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body and much of it in the 


brain and skin. 


2: Bile Acids: 
Of tremendous importance 
and giving rise to such 
heart stimulants as _ bufo- 
toxin. 

3: Sex Hormones: 


Some of which are imme- 
diately derived from chol- 
esterol. 

t: Vitamins of Sterol and Bile 

{ncestry: 

Such as vitamin D, vitamin 
E and vitamin F. 

oO: Genins: 
Such as the digitalis glu- 
cosides. 

6: Carcinogenic Compounds: 
Such as the phenanthrenes. 

i: Essential Oils: 
The final product of suc- 
cessive oxidation. 

From vitamin A to violets (an 
ionone) is not an idle relationship. 
Others are equally conspicuous to 
the trained biochemists: and all have 
a far deeper relation than is the 
superficial difference that  distin- 
guishes them. 


The Lipids in the Skin 

Hence the im- 
portance of the early work of those 
dermatologists, physicians, w h o 
found cholesterol, lecithin and un- 
saturated fatty acids in the hu- 
man skin (including vitamin ‘F’ 
identified recently) in the ratio of 1 
to 1 to 3. And the equally impor- 
tant finding from Krakau that fats, 
intracutaneously administered under- 
go resorption, phagocytosis and 
transportation to the epithelial cells 
themselves. Fats undergo metabol- 
ism in the skin, and that answers af- 
firmatively the question of whether 
or not a cream may “nourish”. 

Considering, now, the medical evi- 
dence, it is significant to interpret 
the following facts. 

1) The U. S. Pharmacopoeia di- 
rects that official Sapo Mollis be 
made from linseed oil—a rich source 
of vitamin ‘F’. That such soap is 
used in the treatment of eczema, 
seborrhoea and other symptoms re- 
sembling and in some _ instances 
known to be due to vitamin ‘F’ de- 
ficiency. That the experiment was 
tried of exchanging cottonseed oil 
for linseed, which proved ineffective 
and the return to linseed oil was 
therefore again prescribed. 

2) That many ointments used for 


eczema were originally compounded 
with adeps Benzoinatus (benzoated 
lard): and that although the medi- 
cation remains identical, the change 
from lard to a petrolatum base has 
entirely altered the effectiveness of 
the ointments. Lard is an excellent 
natural source of vitamin ‘F’. 

3) That ointments were applied 
locally for the treatment of eczema; 
and that cold creams and “nourish- 
ing” creams are similarly applied. 
So that whatever may be the effec- 
tive physiological mechanism of the 
curative medical ointment can also 
be the effective preventive mechan- 
ism of the soap or cream. 

1) That vitamin ointments are be- 
coming more and more used, as for 
example the cod liver oil unguents. 

5) That the final evaluation of the 
effectiveness of an ointment or cream 
applied to the skin, is the result of 
that application however that result 
is obtained (absorption or local 
metabolism of the fats intracutan- 
eously as suggested by the work 
from Krakau). 

6) That eczematous skins from 
vitamin “FE” deficient rats is lacking 
in vitamin ‘F’, and that the eczema 
disappears by the topical application 
of vitamin ‘F’ 

These facts, and others, have a 
meaning that is apparently unmis- 
takable, and that is at work in the 
minds and in the laboratories of 
many investigators who are remak- 
ing our interpretation of the skin- 
value of soaps, of creams and oint- 
ments. 


Measured Vitamin 
Values Are Essential 

Biblical cosmet- 
ics used oils whose benefit to the 
skin have been unquestioned. They 
included olive oil (original Castile 
Soap), sesame oil and others. These 
have been replaced with vitamin-free 
oils. Present day marketing and 
distributing conditions demanded. 
rightfully, such exchange. 

It is impractical and physiologic- 
ally unsafe to attempt to restore pres- 
ent day refined vegetable oils to cos- 
metic preparations in anywhere near 
the amount that would be required to 
give satisfactory vitamin results. So 
it is with foods. Hence the develop- 
ment of concentrates. 

As an example, the vitamin A and 
D value of cod liver oil has been 
concentrated to a very small fraction 
of the volume of oil it represents; 
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and this small fraction may be added 
conveniently, if desired, to creams 
and the like without impairing the 
consistentcy, texture and other esthe- 
tic values of the cream. 

In the case of vitamin ‘F’, the con- 
centrate carrying 50,000 units per 
gram is from 60 to 220 times richer 
than the linseed oil from which it 
is prepared. Natural linseed oil 
varies greatly in its vitamin ‘F’ con- 
tent, just as natural cod liver oil 
varies greatly in its vitamin A and D 
content. Thus, it is always cheaper 
to use the concentrate and thereby 
obtain a uniform standardization of 
the finished product, than to depend, 
helter-skelter, on a raw oil of abso- 
lutely unknown vitamin content. Cot- 
tonseed, and other oils are less de- 
pendable than linseed oil. 

Blanket recommendation to in- 
clude a given percent, say 6°, of 
linseed oil in a cream for vitamin 
‘F’ insurance is, to say the least, in- 
convenient, unscientific and more ex- 
pensive than to prescribe the num- 
ber of units of vitamin ‘F’ thought 
to be best for the product in ques- 
tion. To speak of using a given 
percent of this or that oil as a 
“source” of vitamin ‘F’ is as absurd 
as to recommend 5‘; of green peas 
in the diet for vitamin C adequacy, 
or 6% of spinach for vitamin A ade- 
quacy, or 4% of burbot liver oil for 
vitamin D adequacy. Science is meas- 
ured knowledge; not guess-work. 


A New and Startling 
Vitamin ‘F” Effect 
Immunologists. 
dermatologists, physiologists an d 
others have always regarded the 
skin as an extensive and vast organ 
of the body in which important de- 
fenses against infection take place. 
Probably, everyone is reasonably 
familiar with the controversy that 
has been going on relative to the 
germicidal and detoxifying proper- 
ties of soaps. Notwithstanding the 
conflict and contradiction in this 
field of investigation, there are those 
who still maintain that soaps are ex- 
cellent general germicides and ac- 
cordingly recommend their use as 
surgical antiseptics and for wounds, 
dressings, etc., either as salves or as 
Others deny that 
soaps may possess any germicidal 


wet dressings. 
properties whatsoever. Unquestion- 
ably, the true facts are somewhere 


between these extremes of opinion. 
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Soaps are not complete or gen- 
eral germicides. They do seem to 
show selectivity in their action in 
that they kill some bacteria easily 
and others not at all. Thus, it is 
not possible to deny some germicidal 
action to soap. 

But out of this controversy arose 
the startling discovery that sodium 
ricinoleate was a convenient and ex- 
cellent surface tension depressant. 
Many bacteria will fail to grow if 
the surface tension of the medium 
is reduced below a certain value. 
This gave the thought that an attempt 
to grow pathogenic organisms on 
media of low surface tension might 
result in a means of attenuating the 
virulence of the bacteria; and out 
of this concept grew the actual dis- 
covery of the detoxifying properties 
of ricinoleate. 

Soaps were made from oleates, 
stearates, palmitates, myristates, lau- 
rates and other fatty acids; but ricin- 
oleate possessed detoxifying powers 
far superior to the others. 

Ricinoleate is not very greatly dif- 
ferent in general character from vita- 
min ‘F” 
that the detoxifying property of 
vitamin ‘F” be similarly experimented 
with. The results, so far unreported, 
but sufficiently corroborated by re- 
petitive tests as to warrant their an- 


and it was only natural 


nouncement, indicate powerful de- 
toxifying activity to vitamin ‘F’ by 
apparently the same mechanism as 
exists for the ricinoleate. 

There is much to suggest that in 
all probability standards of immun- 
ological measurement can be devised 
for the skin and that a unit of re- 
sistance to bacterial invasion can be 
formulated by which this benefit to 
the skin can be measured for prod- 
ucts containing ricinoleates, vitamin 


‘F’ and the like. 


Enhances Immunity 

Nor is the effect 
any less when vitamin ‘F’ is ap- 
plied to mucosal surfaces. The mu- 
cosal surfaces of the mouth and 
throat are undoubtedly engaged in 
creating active immunity by their ef- 
fect on the bacteria normally pres- 
ent. Vitamin ‘F” seems to enhance 
the immunity thus produced. It is 
purposed to report these experiments 
in proper bacteriological literature. 
but they are mentioned merely to in- 
dicate that vitamin ‘F’, already impor- 
tant in cellular oxidation is now as- 





suming an important ricinoleate-like 
role in its ability to assist in the de- 
velopment of immunity. 


Conclusions 

There is still 
considerable work to be done in re- 
spect to vitamin ‘F’; but this is 
equally true for all of the vitamins. 

If vitamin ‘F° seems to possess 
attributes which distinguish it as-a 
vitamin particularly useful for cos- 
metic adaptation, it is because vita- 
min ‘F’ is not alone present in the 
skin but seems to be engaged there 
in important physiological work. 

Cosmetic creams are merely modi- 
fied ointments, and, as such, it would 
seem that their effectiveness is being 
greatly enhanced by incorporating 
such biologically assayed quantities 
of vitamin ‘F’ as are demonstrated in 
the laboratory to be effective in the 
prevention and in the cure of nu- 
merous vitamin “F” deficiency symp- 
toms. 

The work has involved a great 
variety of animals and has been ex- 
tended to good proportions in human 
use. Reports are accumulating rap- 
idly and from thoroughly scientific 
sections throughout the world that 
the newer ointments and the newer 
cosmetic preparations containing 
vitamin “F’ are apparently combat- 
ting with effectiveness the obviously 
wide-spread Burr fat deficiency syn- 
drome. 

Even of greater significance is the 
thought that challenges everyone in- 
terested in cosmetics: that the chol- 
esterol found in the human skin, like 
that found in the cells of the organs 
of the human body, is not an inert 
material but the basic substance from 
which are derived biliary acids, sex 
hormones, vitamins, genins, and fi- 
nally, essential oils themselves. 

Strange that to the perfumer of the 
future may belong the problem of 
deciphering the relation between the 
glandular personality of the individ- 
ual as determined by his endocrine 
and vitamin make-up and the per- 
fume characteristic of that person- 
ality. 


Canadian Imports Rise 


Imports of toiletries into Canada 
during the first 5 months of 1936 
were valued at $182,000 as against 
$169,000 for a like period of 1935. 
The United Kingdom, followed by 
the U. S.. were the principal sources 
of supply. 
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(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


Almond Bit. 
* 
Sweet True 
Apricot Kernel 

Amber, crude 
rectified 

Ambrette 

Amyris balsamifera 

Angelica root 
seed 

Anise, U. S. P. 

Araucaria 

Aspic (spike) Span. 
French 


per |b. 


Balsam, Peru 

Balsam, Tolu, oz. 

Basil 

Bay 

Bergamot 

Birch, sweet N. C. 
Penn. and Conn. . 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 


Cade, U. S. P. 

Cajeput 

Calamus 

Camphor ‘white’ 

Cananga, Java native 
rectified 

Caraway 

Cardamon, Ceylon 

Cascarilla 

Cassia. 80@85 p.c. 
rectified, U. S. P. 

Cedar leaf 

Cedar wood 

Cedrat 

Celery 

Chamomile 

Cherry laurel 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
Java ‘ 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 


Fennel, Sweet 


Galanga! 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingergrass 
Grapefruit 
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$2.25@ $3.00 
2.50@ 3.05 
80@ .85 
24@ 28 
25@ 30 
52@ .60 


(oz.) 46.00@ 


(oz.) 


(oz.) 


3.00@ 3.25 


16.00@ 20.00 
42@ 48 
12.00 Nom'l. 
1.40@ 1.50 
2.95@ 3.10 
8.75@ 9.00 
4.85@ 5.25 
3.00@ 
12.00@ 


3.25@ 4.00 


1.65@ 

1.45@ 1.55 
32.00@ 35.00 
35@ 39 


1.10@ 1.20 


35.00@ 
15.00@ 


4.75@ 6.25 
4.90@ 6.00 
12.00@ 

1.80@ 2.00 
5.90@ 7.25 
3.25@ 4.10 
3.00@ 


Conc. 
Guaiac (Wood) 


Hemlock 

Hops (oz.) 
Horsemint 

Hyssop 


Juniper Berries 
Juniper Wood 


Laurel 

Lavender, English 
French 

Lemon, Italian 
Calif. 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 


Mace, distilled 

Mandarin 

Marjoram 

Melissa 

Mirbane (see Nitrobenzol) 

Mustard, Genuine 
artificial 

Myrrh 

Myrtle 


Neroli, Bigarde, P. 
Petale, extra . 

Niaouli 

Nutmeg 


Olibanum j 
Orange, bitter 

sweet, W. Indian 

Italian 

Spanish 

Calif. exp. 

dist. 

Origanum, Spanish 
Orris root, con. (oz.) 
Orris root, abs. (oz.)} 
Orris Liquid 


Parsley 
Patchouli 
Pennyroyal Amer. 
French . 
Pepper, black 
Peppermint, natural 
redistilled 
Petitgrain 
French 
Pimento 
Pine cones 
Pine needles, Siberia 
Pinus Sylvestris 
Pumilionis 


Rhodium, Imitation 

Rose, Bulgaria (oz.) 

Rosemary, French 
Spanish 

Rue 


Sage 

Sage, Clary me 

Sandalwood, East India 
Autralia 

Sassafras, natural 
artificial . 

Savin, French 

Spearmint 

Snake root 

Spruce 

Styrax . 


$24.00@ 


3.10@ 3.50 
1.05@ 1.25 


50@ «55 
6.25@ 7.25 
10.50@ 12.00 
1.20@ 1.40 
55.00@ 62.00 


1.15@ 1.25 
5.00@ 6.75 
6.00@ 6.25 
4.00@ 4.25 


8.50@ 10.00 
1.95@ 2.25 
10.00@ 

3.25@ 3.75 


98.00@ 125.00 

130.00@ 155.00 
3.35@ 
1.15@ 1.25 


5.00@ 5.25 
2.60@ 2.70 
2.40@ 2.55 
3.00@ 3.50 
2.55@ 
3.00@ 
.20@ 
1.00@ 1.35 
5.25@ 5.50 


" 35.00@ 50.00 


18.00@ 25.00 


10.75@ 11.30 
5.50@ 8.50 
1.85@ 2.10 
1.60@ 1.75 
5.25@ 6.00 
2.30@ 2.55 
2.60@ 2.70 
1.10@ 1.35 
2.35@ 2.50 
1.35@ 3.10 
3.00@ 

90M 1.15 
1.50@ 1.70 
1.60@ 1.75 


2.00@ 3.25 
6.00@ 12.00 
48@ 55 
38@ 44 
2.20@ 2.35 


1.60@ 2.00 
30.00@ 

5.50@ 6.00 
5.75@ 

85@ 1.25 
33@ 36 
1.75@ 2.00 
1.90@ 2.15 
11.25@ 13.75 
1.05@ 1.25 
6.00@ 10.00 


Tansy . $3.00@ 3.15 
Thyme, red 1.00@ 1.10 
White 1.05@ 1.25 
Valerian 14.50@ 15.00 
Verbena 3.75@ 7.00 
Vetivert, Bourbon 8.75@ 12.50 
Java . 15.00@ 25.00 
East Indian 30.00@ 
Wine, heavy 1.25@ 
Wintergreen, Southern 3.35@ 3.75 
Penn. & Conn. 4.50@ 8.00 
Wormseed 2.15@ 2.35 
Wormwood 3.00@ 3.25 
Ylang-Ylang, Manila 27.00@ 30.00 
Bourbon 5.00@ 8.00 
TERPENELESS OILS 
Bay 3.25@ 3.50 
Bergamot 7.00@ 
Clove 4.00@ 5.00 
Coriander 20.00@ 
Geranium . 8.00@ 12.50 
Grapefruit . 45.00@ 60.00 
Sesquiter ‘less 85.00@ 
Lavender 8.00@ 8.50 
Lemon 10.00@ 14.50 
Lime, ex. 54.00@ 72.00 
Orange, sweet 78.00@ 90.00 
bitter 90.00@ 1 15.00 
Petitgrain 3.25@ 3.75 
Rosemary 2.50@ 
Saga, Clary 90.00@ 
Vetivert, Java 35.00@ 
Ylang-Ylang 28.00@ 35.00 
OLEO-RESINS 
Benzoin ; 3.00@ 3.25 
Capsicum, U. S. P. X. 2.20@ 
Alcoholic 3.20@ 
Cubeb 3.25@ 
Ginger, U. S. P. Vill 3.00@ 3.10 
Alcoholic 4.10@ 
Malefern 1.65@ 2.00 
Oak Moss 6.00@ 15.00 
Olibanum 3.50@ 
Orris 17.00@ 28.00 
Patchouli 16.50@ 18.00 
Pepper, black 4.00@ 4.60 
Sandalwood 16.00@ 
Vanilla 8.50@ 11.25 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Acetyl Iso-eugenol 
Alcohol C 8 

Cc. 9 

c. 10 

Cc lt 

C 12 
Aldehyde C 8 

C. 9 

Cc 10 

Cc il 

C 12 


2.00@ 
1.25@ 2.00 
7.50@ 8.00 
16.00@ 20.00 
26.00@ 40.00 
21.00@ 28.00 


. 20.00@ 25.00 


14.00@ 25.00 


. 30.00@ 
. 45.00@ 70.00 


42.00@ 60.00 
33.00@ 50.00 
28.00@ 34.00 
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C 14 (so-called) 
C 16 (so-called) 
Amy! Acetate 
Amyl Butyrate 
Amyl Cinnamate 
Amy! Cinnamic Aldehyde 
Amyl Formate 
Amyl Phenyl Acetate . 
Amyl Salicylate 
Amy! Valerate 
Anethol 
Anisic Aldehyde 


Benzalydehyde, U. S. P. 
ae Gs... o 

Benzophenone 

Benzyl Acetate 

Benzyl Alcohol 

Benzyl Benzoate 

Benzyl Butyrate 

Benzyl Cinnamate 

Benzyl Formate 

Benzyl |Iso-eugenol 

Benzylidenacetone 

Borneol 

Bornyl Acetate 

Bromstyrol 

Butyl Acetate 

Butyl Propionate 

Butyraldehyde 


Carvene 

Carvol 

Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamy’ Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin . 
Cuminic Aldehyde | 


Dibutylphthalate 
Diethy!phthalate 
Dimethyl Anthranilate 
Dimethyl Hydroquinone 
Dimethylphthalate 
Diphenlymethane 
Diphenyloxide 


Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. 

Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 


Heliotropin, dom. 
foreign 

Hydratopic Aldehyde 

Hydroxycitronellal 


inal, CG. P.......... (oz.} 
Iso-borneol ‘3 a 
Iso-butyl Acetate 

lso-butyl Benzoate 

Iso-butyl - eens 
lso-eugenol Neen wetreens 
Iso-safrol 


Linalool . es 
Linalyl Acetate 90%, 
Linely! Anthranilate 
Linalyl Benzoate 

Linalyl Formate 
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3.90@ 4.00 


1.60@ 1.90 
3.00@ 4.00 


2.00@ 2.40 
1.15@ 1.20 
3.00@ 3.25 


1.55@ 1.90 
1.45@ 1.75 
70@ .85 
95@ 1.25 
1.00@ 1.80 
5.50@ 6.25 
6.00@ 8.00 


15.00@ 18.00 
2.50@ 4.00 
1.75@ 2.00 
1.50@ 5.50 
ne 5.25 


4.00@ 4.25 


1.65@ 2.25 
8.00@ 12.00 
12.00@ 14.00 


1.95@ 2.75 
1.10@ 1.90 
1.95@ 2.65 
3.50@ 5.00 
3.00@ 4.65 


" 40.00@ 62.00 


29@ 35 
32@ 37 
7.00@ 98.50 
2.65@ 3.75 


50@ 
1.75@ 2.45 


30@ 50 
6.50@ 8.50 


1.20@ 1.75 


3.50@ 4.00 
1.00@ 1.25 
1.40@ 2.50 
1.15@ 2.50 
15.00@ 20.00 
55@ 1.00 
2.00@ 3.00 


1.00@ 2.50 
2.00@ 3.00 
6.00@ 8.00 
5.00@ 7.00 


2.20@ 2.65 
2.35@ 2.50 


_. 25.00@ 27.50 


2.00@ 6.50 
4.50 


9.00@ 12.00 


Menthol, Japan $3.00@ 3.15 
Synthetic . 2.25@ 3.00 
Methyl Acetophenone 1.25@ 2.00 
Methyl Anthranilate 2.25@ 3.00 
Methyl Benzoate 1.00@ 1.75 
Methyl Cinnamate 3.65@ 
Methyl Eugenol 2.90@ 6.75 
Methyl Heptenone 2.50@ 4.50 
Methy! Heptine Carbonate.. 25.00@ 28.00 


Methyl Iso-eugenol 7.50@ 12.50 


Methyl Octine Carbonate.. 24.00@ 32.00 
Methyl Peracresol , 4.00@ 46.00 
Methyl Phenylacetate 2.30@ 3.00 
Methyl Salicylate 42@ 50 
Musk Ambrette 4.45@ 4.60 

Ketone 4.70@ 4.85 

Xylene 1.40@ 1.55 
Nerolin (ethyl ester) 1.50@. .1.75 


Nitrobenzol 15@ 


Nonyl Acetate . 46.00@ 48.00 
Octyl Acetate 35.00@ 40.00 
Paracresol Acetate 4.00@ 5.50 
Paracresol Methyl Ether 3.25@ 4.50 
Paracresol Phenyl-Acetate 10.00@ 18.00 
Para Cymene (gal.) 1.25@ 1.65 
Phenylacetaldehyde 50% 3.50@ 6.75 
100% 7.00@ 10.00 
Phenylacetic Acid 2.25@ 4.00 
Phenylethyl Acetate . 3.50@ 6.75 
Phenylethy! Alcohol 3.00@ 4.25 
Phenylethyl Anthranilate 16.00@ 
Phenylethyl Butyrate 8.50@ 16.00 
Phenyl Formate 12.50@ 18.00 
Phenylethy! Propionate 9.50@ 
Phenyl Valerianate 16.00@ 
Phenylpropyl Acet. 8.00@ 11.00 
Phenylpropy! Alcohol 4.50@ 8.35 
Phenylpropyl Aldehyde 8.00@ 12.00 
Rhodinol 11.00@ 20.00 
Safrol .... 56@ .70 
Santalyl Acetate 22.50@ 
Skatol C. P. (oz.) 6.00@ 9.00 
Styralyl Acetate 15.00@ 18.00 
Styralyl Alcohol 20.00@ 
Terpenyl Acetate . 1.00@ 1.50 
Terpineol, C. P. 23@ = .38 
Thymene A5@ 
Thymol . ‘sen 1.65 
Vanillin (clove oil) . 3.65@ 5.15 
(guaiacol) 3.55@ 5.05 
Vetiveryl Acetate . 30.00@ 38.00 
Violet Ketone tne 5.00@ 10.00 
Beta . . 5.50@ 8.00 
Methyl .... 5.25@ 8.00 
Yara Yara (methyl ester)... 1.50@ 1.75 
BEANS 
Tonka Beans, Para 1.25@ 1.40 
Angostura 2.50@ 2.75 
Vanilla Beans 
Mexican, whole 3.75@ 4.25 
Mexican, cut 3.25 Nom'l. 
Bourbon, whole 3.45@ 3.75 
South American 3.25 Nom'l. 


SUNDRIES AND DRUGS 


Acetone .06@ .08 
Alcohol, 190-pf. gal. 4.29@ 4.30 
Almond meal . 21@ ~~ .25 
Alum, potash .03'4@ .03'/, 
Aluminum chloride .10@ 
Ambergris, ounce 25. 00@ 35.00 
Balsam, Copaiba 26@ «28 
Fir, Canada, gal. 9.50@ 12.00 
Oregon . : 3.50 Nom'l. 
a re ; 1.10@ 1.25 
TE ones 55@ ~~ «57 
Beeswax, white . 36@ «38 
yellow 30@ ~=«.32 
Bismuth sub-nitrate 1.35@ 1.40 
Boric Acid, ton 125.00@ 140.00 


Calamine eee5 $.16@ 
Calcium, phosphate .  08@ 
Phosphate, tri-basic 13@ 
sulphate 03%,@ 
Camphor 52',@ 
Cardamon seed 1.15@ 
Castoreum ; 16.00@ 
Cetyl Alcohol 15@ 
Pure 1.90@ 
Chalk, precip. . 03',@ 
Cherry laurel water, gal. 1.25@ 
Citric acid .25@ 
Civet, ounce 4.00@ 
Clay, Colloidal .03@ 
Cocoa butter . 15@ 
Fatty Acids (See Next Page) 
Formaldehyde .06@ 
Formic Acid .12@ 
Fuller's Earth, ton 16.00@ 
Guarana .60@ 
Gum Arabic, white .27@ 
Amber .10@ 
Gum Benzoin, Siam 1.10@ 
Sumatra 17@ 
Gum galbanum .70@ 
Gum myrrh . 42@ 
Henna, powd. 12@ 
Hydrogen peroxide .05@ 
Kaolin . .06@ 
Labdanum 3.50@ 
Lanolin, hydrous P 17@ 
anhydrous .20@ 
Lavender flowers 40@ 
Magnesium, Carbonate . .06%4@ 
Stearate 19@ 
Sulfate .02'4@ 
Musk, ounce 15.00@ 
Oils, Vegetable (See Next Page) 
Oilbanum, tears 14@ 
siftinas , 07@ 
Orange flower water, gal. 1.50@ 
Orange flowers ....... 30@ 
Orris root, powd. aa .20@ 
Paraffin .04',@ 
Patchouli leaves . 16@ 
Petrolatum, white .07@ 
Phenol .. .16@ 
Potassium, Carbonate ‘ 13@ 
Hydroxide .07'14@ 
Quince seed ‘ 50@ 
Reseda flowers 1.50@ 
Rhubarb root, powd. 35@ 
Rice starch .... 12@ 
Rose leaves, red 1.95@ 
Rose water, gal. 1.25@ 
Salicylic acid wae . 40@ 
Sandalwood Chips 45@ 
Saponin ... 1.75@ 
Soap, neutral white . 19@ 
Sodium, Carb. Crys. .01%4@ 
Phosphate, Tribasic .02',@ 
Spermaceti . , .25@ 
Styrax ... . 40@ 
Sulfur, precip. 17@ 
Tartaric acid ; .24@ 
Titanium oxide .20@ 
Tragacanth, No. | 2.30@ 
Triethanolamine ; 45@ 
Venice turpentine, gal. 40@ 
Vetivert root .30@ 
Violet flowers .5@ 
Zine peroxide . 1.10@ 
Oxide 13}4@ 
Stearate .21@ 


.20 


08 ¥%, 


15 


59 
1.50 
18.00 
1.50 
2.15 
.06!/, 


25'/, 
4.50 
.03'/ 


15%, 


.06!/, 
16 
30.00 


85 
.30 
AA 
1.45 


1.05 
45 


18 
.08 


.08 
5.50 
.20 
24 
85 
07//, 
25 


.03 
25.00 


1.00 
1.65 
15 
2.15 
45 
50 


.23 
02'/, 


.28 
3.25 
.20 
.24\/, 
22 
2.60 
50 
50 
1.15 
1.75 
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A SEASONAL im. 


provement in the demand lor many 


items was accomplished by a steady 
advance in prices. This was particu- 
larly true of essential oils though de- 
velopments abroad also made for de- 
cidedly firmer conditions in such ar- 
ticles as vanilla beans, gum traga- 
canth, and balsams. 

The situation in anise oil was en- 
tirely out of control because of the 
inability of Hong Kong merchants 
to make shipments. Whether the 
trouble was due to the inability of 
merchants and producers to arrive 
at a satisfactory method of payment 
or whether the oil was not produced 
this year is still a mystery which 
seems to surround the market gener- 
ally. 

Bergamot appeared to lead the up- 
turn in the citrus oil group but 
later in the month, both lemon and 
orange were featured by sharp ad- 
vances as the result of higher cables 
from Italy. It is understood that 
quite a demand has been witnessed 
for the fresh fruit in Italy thus it 
appears to be a question as to just 
how much will be available for 
pressing. Regulations have also been 
put into effect in Italy which will 
control production and the exporta- 





tion of these articles. Because of the 
excited condition of the market pro- 
ducers of California oil found it 
necessary to mark up quotations. 
Since the change in domestic oils 
was so slight in comparison with the 
advances staged in Italian oils, some 
feel that California oils may _pos- 
sibly go higher. 

Eucalyptus, coriander, copaiba, 
tansy, and citronella all shared in 
the upward trend. A few sellers had 
a few pounds of coriander in re- 
serve, but they were being held for 
the regular consuming trade. The 
outlook in eucalyptus oil is regarded 
as strong despite the fact that quo- 
tations have already staged a series 
of advances. Shipments from the 
Far East were subject to delay as 
supplies there have been substan- 
tially reduced. Demand was good 
with the trade looking forward to a 
further increase in consumption over 
the next few months. 

Pimento berry oil was also scarce, 
and quotations were entirely nomi- 
nal. Leaf oil appeared to be in 
ample supply, but toward the close 
of the month, this too began to show 
signs of strength because of the 
tight situation in berry oil. 

Peppermint turned firmer. Quite 





a lot of heavy buying was reported 
in the country, and because of the 
indifferent attitude on the part of 
holders in the country, a decidedly 
firmer feeling developed in the spot 
market. 

Preparations for the year-end holi- 
day trade on the part of perfumers, 
toilet goods manufacturers, and 
other consumers resulted in a de- 
cidedly broader demand for ar- 
omatic chemicals. 

If predictions prove true, Bourbon 
vanilla beans will go well over $4 a 
pound within a short time. Pointing 
out that the situation is entirely out 
of their hands, local importers seem 
highly concerned over the outlook. 
Planters are in an entirely different 
position than they were a few years 
ago having in most cases been suc- 
cessful in liquidating their loans 
with the banks. The speculator 
abroad who has already played a 
part in the upward movement in 
quotations does not seem interested 
in crop conditions, it is said. He is 
chiefly concerned with the planters 
position and feels confident — that 
much higher prices will prevail. A 
repetition of developments which 
took place in 1923 and 1924 when 
beans reached as high as $7.50 to 
$9 a pound and when consumers 
switched to other materials would 
only cause importers here to loose 
a portion of their market which they 
have endeavored to regain over the 


past twelve years. 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE 


Tallow, N. Y. C. extra $0.075%, @ 

Edible .08!/, Nominal 
Fancy . A, @ 

Grease white 07%, @ .08% 
House : 07%, @ 07% 
Yellow 07, @ 07% 

Lard 124%, @~ .12'/, 

FATTY ACIDS 

Coconut Oil, tanks 124%, @ 

Corn Oil, tanks N2Y%o @ 12% 

Red Oil, distilled, tanks .09'4, @ 

White, drums .12!/, @ 10l, 
Stearic Acid, s'gle prs., c.l. .10%, @  .II'A 
Double pressed lt @ «412 

Saponified AA @ 1214 
Triple pressed 13%@ 14% 
Saponified . 14 @ = «415 

- SOAP MAKING OILS 

Castor No. |, tanks 10 @ 

No. 3, tanks ; 09, @ 

Coconut, Manila Grade, 
tanks 07 Nominal 

Corn, crude, Midwest 
mill, tanks . Nominal 


80 


Cotton, crude, Southeast, 


tanks ; 083%, @  .09 
Refined Ay @ IN 
Lard, common No. | bis. .10 @ 
Olive, denatured, bls., gal. 1.25 Nominal 
Foots, barrels . 09/4, @ 09% 
Palm, softs, drums 047%, @ 
Niger, casks 05 @ .O5, 
Palm, kernel. tanks .05'/, @ 
Peanut, crude, barrels .09!/, Nominal 
Refined, barrels 12%, Nominal 
Sova beans, mill, tanks 087, @ 
Tallow, acidless, barrels 10% @~ .10!4, 
Whale, Crude No. |, 

Coast, tanks 05 @ 
Refined, barrels 071, @ 07%, 
GLYCERINE 
C. P., drums extra . 21% @ ~~ .22 
Dynamite, drums extra 21%, @~ .22 

Saponification, drums 19 @ 
Soap, lye . 16, @ «17 
ROSIN 
Barrels of 280 pounds 
B 77 K ......... SOT 
D 8.77!/, M _ 8.775 


E 8.77 N . 8.77'/> 
F 8.77'/n W.G. . 9.35 
G 8.77, WW. . 9.45 
H 8.77 X 9.45 
| 8.77'/, Wood 8.75 
CHEMICALS 

Acid, muriatic, 18°, 100 

pounds $1.00 @ $1.60 
Sulfuric, 60°, ton 11.00 @ 

66°, ton 1500 @ 
Borax, crystals, carlot, ton.42.00 @ 71.00 
Cyclohexanol (Hexalin)... 320 @ 
Naphtha, cleaners, tk. cars .09/4 @_ .10 
Potassium carbonate, 

80@85%, 07 @ 

Hydroxide, 88@92%, 07/4 @ 
Salt, works, ton 11.50 @ 14.00 


Sodium carbonate 58% 


light, 100 pounds 1.23 @ 2.37 
Hydroxide 76% solid, 

100 pounds 2.60 @ 3.75 
Silicate 40°, drums, 

works, 100 pounds .. 80 @ 

Sulfate, anhydrous .. .0244 @_ .03 
Phosphate, tri-basic ... .02/4 @ _ .03 


Zinc oxide ............. 0542 @ .05% 
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(Continued from page 52) 


promotion that the greatest strides 
will be made in the next few years to 
come. What exact form these pro- 
motional activities assume will de- 
pend on the vision and the ingenu- 
ity of individual companies. How- 
ever, the same basic rule mentioned 
earlier applies here; namely, that 
previous experiences lay the founda- 
tion and the guide for what is to 


follow. 


Planning 
P ' . 
romotions 


As in the case 
of planning new products, it would 
smarter to 


be much safer and 


plan one or two whirlwind _ pro- 
motions than half a 


ly developed and 


dozen bad- 
managed _ pro- 
motions. If you are building up a 
company, you must consider that a 
must be 


spent promotionally as well as in 


certain amount of money 


advertising before you can count 


your profits. In other words, pres- 
tige or educational promotions are 
well justified in such cases. 

With certain types of products and 
with a 
laid, you may well feel that mer- 


certain foundation already 
chandising promotions where money 
spent brings immediate returns is 
your primary aim. 

From a_ practical standpoint, it 
may truthfully be said that depart- 
ment stores are much more enthusi- 
astic about devoting their advertising 
dollars, window space, counter space, 
and efforts generally to promotional 
events that bring them a share of 
immediate returns than they are 
about cooperating towards some pos- 
sible future returns. 

But whatever the nature of your 
promotion, there are always certain 
inevitable ingredients such as_ the 
personality or 
force, the amount and type of adver- 
tising to be done locally, publicity, 
window and counter displays, and 
the variables that determine the par- 
ticular type of promotion. Every 
one of these phases must be worked 
out in detail, planned in such a way 
as to insure the maximum amount 
of dealer enthusiasm and coopera- 
tion, and the greatest sales results 


promotion guiding 
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eventual. It 
has been definitely proven that if a 


either immediate or 


manufacturer presents a_ simple, 
comprehensive and well-ordered pro- 
motional plan, he can depend on 
dealer help to carry it through. 
One good rule to follow in Cos- 
metic promotions is to link them up 
somehow with one or more other 
departments of a store. This ap- 
peals to the merchandising instinct 
They like to use 
one kind of product to sell another, 


of store executives. 


and a very sound theory it is too! 
For example, perfumes and cosmet- 
ics might very well be tied in with 
handkerchiefs, 


similar accessories, daytime or eve- 


jewelry, bags, and 
ning clothes, cruise, or beach appar- 
el, ete. 
and interesting approach to cosmetic 


Can you figure out a new 


sales through any of these channels? 
(4) Publicity. 
maligned and 


This alternately 
worshipped — hand- 
maiden of industry simply must not 
be ignored. It is deserving of a plan 
and a budget the same as advertis- 
ing. It should be put in charge of 
an individual who has a “nose for 
news,” who is capable of dramatiz- 
ing events, and who capitalizes on 
all that comes within his range of 
experience. 

Publicity, in the cosmetic field, as 
in other fields, can take on many 
disguises. If your publicity director 
knows what your schedule of events 
is for the coming year, he or she can 
Like adver- 


tising, publicity must select media. 


also plan a program. 


it must strike again and again in 
the same spot until an impression 
is made, it must take its captives un- 
aware and enthrall them. 

Don’t make the mistake of think- 
ing that the person who directs pub- 
licity should not be an active guiding 
force in the shaping of your com- 
A publicity per- 
son worth the while is more aware 


pany’s activities. 


of trends, public tastes, and com- 
petitive activity than any other sin- 
gle person in your company. There 
are cosmetic companies in which the 
publicity director is told about the 
advent of a new product only when 
that product is packaged and ready 
for advertising and the market. Pub- 
licity should herald advertising, not 
lag in its footsteps. 

(5) Educational. Your education- 





al campaign has a double audience 
—the sales people and the consum- 
ing public. The first class may be 
handled completely by educational 
representatives sent around to stores 
to train sales girls, or by literature 
directed to the sales girls or both. 
At any rate, be sure that the educa- 
tional representative or the educa- 
tional literature is really serving its 
Both must take the view- 
behind the 
counter. Test your educational cam- 
Make inquiries of the buy- 
ers of the sales girls themselves to 


purpose. 
point of the person 


paign. 


find out if results are being accom- 
plished by your efforts. 

Training directors of stores cry 
for sound, helpful, unbiased, infor- 
mative sales helps for their classes. 
There is still a great dearth of ma- 
terial from manufacturers for them 
Make no mistake—the 
sales girl is the most powerful sin- 


to utilize. 


ele force in the success or failure of 
your products. She will not be 
rightfully an- 
noyed and prejudiced by statements 


swayed, but will be 


designed to turn her against your 
competitors. In this respect, what 
aims at the good of all is for the 
cood of one and vice versa. 

Your consumers are reached in- 
directly by 


advertising promotion 


and publicity and directly by your 
booklets, 
Take a breathing period to review 
these latter and to plan your book- 
let and literature campaign for an- 
other year. Because a booklet has 


direct mail pieces, etc. 


alwavs sufficed doesn’t prove that it 
Such 


literature is not intended to be kept 


should be considered classic. 


in a woman's archives and revered 
forever. It must change and keep 
up to date and be refreshed. It 
should tell the basic things about 
your products, but tell them so con- 
cisely and truthfully, yet apvealing- 
ly. that a woman will get a clear and 
inspired impression from a_ fairly 
cursory study of your offerings. Re- 
and revise again! 
social _atti- 
tudes and you must meet them. 


vise... revise... 


Each year brings new 


Any one of these five points de- 
serves a treatise in itself—but the 
nature of this article is to give a 
skeletal outline on which you can 
hinge your thinking and from which 
you can develop a working plan for 
1937. Here’s luck and great good 
fortune in a year to come that prom- 
ises to be the most prosperous ever 


awaited by our industry! 


8t 








NEWS and EVENTS 


Companies—Individuals—Groups 


(Continued from page 59) 
Hotel, Chicago, with 
than fifty in attendance. 


Beach more 
Officers for the ensuing year were 
H. H. Leonard, 
Wallace D. Kimball 
(Standard-Anapp Corp.) and More- 
head Patterson 


reelected as follows: 
president; 


(American Machine 
and Foundry Co.) 


H. L. 


The following directors were elect- 


V ice-presidents ; 
Stratton, secretary-treasurer. 


ed to serve for a three year period: 
H. H. 


Consolidated 


Leonard, V ice-president, 
Packaging Machinery 


Buffalo; H. Kirke Becker, 


vice-president and general manager, 


Corp.. 


Chicago: 
Roger L. Putnam, president, Package 
Machinery Co., Springfield, Mass. 


Peters Machinery Co., 


Three new appointments were 
made by the Board as follows, as 
vice-presidents in charge of divi- 


Charles L. Barr (F. B. Red- 


ington Co., Chicago), vice-president, 


sions: 


Cartoning and Wrapping Machinery 
Division: J. 
dent. J. ies 


vice-president, Dry 


Lee Ferguson (presi- 
Ferguson ia Joliet). 
Filling, Lining 
and Sealing Machinery Division; C. 
H. Lambelet (president, New Jersey 


Machine Hoboken}. 


president, Labeling Machinery Divi- 


Corp., vice- 
sion. 

In addition, the following vice- 
presidents in charge of Divisions 
were reelected by the Board: E. A. 
Metz 
manager, F. X. 
vice-president, Corrugated and Fibre 
Box Machinery Division; E. E. 
Finch (vice-president and 
manager, Karl Kiefer Machine Co.), 
vice-president, Filling and 
Capping Machinery Division; J. 5S. 
Stokes (president, Stokes and Smith 
Co.), vice-president, Paper Box Ma- 


(vice-president and general 


Hooper Co. Inc.), 


general 


Liquid 


chinery Division: G. Prescott Fuller 
(Dexter Folder Co.). vice-president, 
Wire Stitcher Division. 

Hosts to the convention were the 
following members of the Chicago 
area: J. L. Ferguson Co., Peters Ma- 
chinery Co., F. B. Redington Co., 
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On 


and Triangle Package Machinery 
Co. The address by John W. Hooper. 
American Machine and Foundry Co. 
on “The Federal Revenue Act of 
1936” was enthusiastically received. 
Electric eye high speed pictures of 
packaging machines in operation 
were a feature of the meeting. “Ma- 
chinery in the Modern Dynamic Mu- 
seum™” and in particular the use of 
packaging machinery in such dis- 
plays, was the subject of the address 
at the annual banquet, by J. B. Hay- 
ford, director of the Chicago Museum 
of Science and Industry. 

The program “Sales Problems and 
Policies” was considered so success- 
ful that it was decided to hold an- 
other clinic discussion at the semi- 
annual meeting of the Institute to 
be held in New York in March 1937, 
the subject to be “Production Prob- 
Roger L. Putnam is in 


charge of program arrangements. 


lems.” 


Pfaltz Joins 


Fischbeck Company 

Harry E.  Pfaltz, 
one of the better known essential oil 
men who has conducted his own 
business in New York City for about 
ten years, has joined the organiza- 
tion of the Chas. Fischbeck Co. Mr. 
Pfaltz was virtually born in the 
essential oil business as he is the 
son of the late Henry Pfaltz, one of 
the founders of Pfaltz & Bauer, Inc. 
After completing his education, Mr. 
Pfaltz worked for some of the larger 
essential oil houses and developed 
considerable aptitude in the labora- 
tory as well as in sales work. 


Appointments by 
Continental Can 


F. Gladden 

vice-president — in 
charge of sales for the Continental 
Can Co., New York, announces the 


following new appointments: E. S. 
Linville, and James F. Cole have 


Searle, 


recently made 





each been appointed assistant general 
manager of sales. Mr. Linville’s 
headquarters will be at the New York 
office; Mr. Cole’s headquarters at the 
Baltimore office. E. J. O’Connor, 
and L. J. La Cava have each been ap- 
pointed assistant general manager of 
sales in the general line division. 
Their headquarters will be at the 


New York office. 


Warner Jenkinson 


Adds to Plant 
The Warner Jenkin- 


son Manufacturing Co., St. 
will shortly begin to operate in a 


Louis. 


new, specially-constructed, two-story 
addition to their plant at 2526 Bald- 
win St. The new building, specially 
constructed of reinforced 
brick and steel, will have a special 
mezzanine platform construction to 
accommodate staggered vertical 
manufacturing. It will cost about 
$30,000. The new building will be 
used for the manufacture of fruit 
flavors, vanillas, and certified colors 
for ice cream manufacturers. 


concrete, 


Celluloid Increases 
Its Sales Staff 


Celluloid Corp., 
New York, has appointed Walter L. 
Adams as director of sales of the 
“Amerith-Art Ivory” toiletware di- 
William M. Buttrick was ap- 
pointed assistant director of sales of 
the toiletware division. The appoint- 
ment of Mr. Adams is in line with 
plans recently formulated for the ex- 
pansion of activities of the division 
in the toiletware field. 


vision. 


Henriksen Joins 
Polak & Schwarz 

Polak & Schwarz, 
Inc., New York City, announces that 
Arthur joined the 
company as perfumer and chief 
chemist. Mr. Henriksen was for fif- 
teen years perfumer for one of the 


Henriksen has 


largest essential oil companies where 
he obtained an enviable reputation 
in the creation of odors and flavors. 
About two years ago, he established 
his own business on Irving Pl. which 
will be consolidated with the Polak 
& Schwarz enterprise. 

J. A. J. Wynmalen, president of 
Polak & Schwarz, Inc. in making 
this announcement also advised that 
Emanuel Poons of Polak & Schwarz, 
Zandam, Holland, arrived in the 
United States on the Queen Mary, 
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November L/, to devote all of his 
time to the affairs of the American 
company. In his eight years of ex- 
perience with the parent company in 
Holland, Mr. Poons specialized and 
became an expert in flavors. It is 
felt that the American field will offer 
a broader scope for his talents in 
this respect. 

The company is making plans to 
extend its United 
States. A further announcement will 


business in the 
be made later. 


P. & G. and Owens-Illinois 
Give Pay Rise and Bonus 
& Gamble 


Co., Cincinnati, has announced an 
increase of 7'% per cent in the wages 


Procter 


paid to all of the company’s more 
than 8,000 workers to be effective 
the first of the year. A bonus of 
4 per cent of the 1936 salaries will 
also be given as a Christmas present. 
Owens-Illinois Glass Co., will give 
each employee a bonus of $50 on 
December 15, and a second bonus 
of $50 at the beginning of the an- 
nual vacation period, the last in ad- 
dition to the regular salary paid dur- 
ing vacations by the company. 


Fischbeck’s Son 
Joins Company 
Chas. Fischbeck Co.. 


Inc., New York has augmented its 
staff in keeping with its growing vol- 
ume of business. C. Lloyd Fisch- 
beck, son of Chas. Fischbeck, who 
completed his education at the Mont- 
clair Academy has joined the organi- 
zation and will gain experience in 
all departments so as to acquire a 
broad knowledge of the essential oil 
Ultimately 
he expects to specialize in 
work, 


and toilet goods fields. 


sales 


Feltons Return from 
European Trip 


Dr. and = Mrs. 
Jos. Felton of the Felton Chemical 
Co., Brooklyn, returned recently on 
the Berengaria from an 
European trip. While in 
they had occasion to visit the flower 
fields and factories of Grass, which 
they found most interesting. They 
also visited the general European of- 
fices of the Felton Chemical Co. in 
London. 


extensive 
France, 


Additional news will be found on 


Pages 56 to 59 of this issue. 
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Rosett Back from 
Western Trip 


Louis A, Rosett, 
president of Florasynth Laboratories, 
Inc., New York, has returned from a 
Mid-Western trip during which a 
sales conference was held at the Chi- 
cago office, which is under the direc- 
tion of Dr. William Lakritz. The 
conference brought out the fact that 
sales in the Middle West and Can- 
ada during this year were double 
those of 1935. 


Dr. Walter A. Seltmann 

Dr. Walter A. Selt- 
mann, one of the countries leading 
perfumers and perfume chemists, 
died at his home in Montclair, N. J.. 
November 22 at 
the age of 60. 
Dr. Seltmann 
Was vice-presi- 
dent and_per- 
fumer for van 
Ameringen- 
Haebler, Inec.. 
New York. 

Dr. Seltmann 
had been associ- 
ated with Mr. 
van Ameringen 
Prior to that he 
had been in the retail drug business 


The Late 


Dr. Seltmann 


for sixteen years. 


operating his own pharmacy in New 
Rochell, N. Y. He was a member of 


the Masonic order. 


George A. Huisking 


George A. Huisking. 
manager of the Chicago office of 
Charles L. Huisking & Co., Ine., New 
York, died November 22 in a Chica- 
go hospital following injuries re- 
ceived in an accident on November 
20. Mr. Huisking was a brother of 
Charles L. Huisking, president of the 
company and had been associated 
with the organization from its incep- 
tion during the early days of the 
World War. A requiem mass was 
said at the Church of the Nativity in 
Brooklyn, N. Y., November 25, and 
interment was in Holy Cross Cem- 


etery. 


Mrs. Frank M. Bauer 

We record with re- 
gret the death of Mrs. Frank M. 
Bauer at her home in Rockaway 
Park, L. I. Her husband is head of 
Pfaltz & Bauer, importers of drugs 
and chemicals. 





W. C. A. Moffatt 


ws G «A 


Drug 


Mof- 
fatt, editor of Verchandis- 


ing of Toronto, and for sever- 


al years Canadian 
of The American Perfumer died 
November 12 at Western Hospital, 
Toronto, at the age of 48. Mr. Mof- 


fatt was born in Scotland but came 


representatiy e 


to Canada at an early age. Upon 
graduation from college in 1909, he 
entered newspaper work and for the 
associated 
with The MacLean Publishing Co., 
publisher of Drug Merchandising. 
affectionately 


last 18 years has been 


“Doc”, as he was 
known, enjoyed a wide circle of 
friends in the drug and toilet prepa- 
rations trade and his presence and 
counsel at trade gatherings will be 
sorely missed. Funeral services at 
the Church of St. Vincent de Paul 
were attended by a large delegation 
from the industry. Interment was at 
Owen Sound Ont. Surviving are his 
three 


widow, his mother, and 


brothers. 


First Polish Factory 
for Essential Oils 

The Polish press re- 
ports that work recently was begun 
on the construction of the first Polish 
factory for essential oils and pine ex- 
Worochta (Southeastern 
The factory is to be built 


tracts at 
Poland). 
in accordance with the latest techni- 
cal requirements and will be capable 
of large scale production. This new 
development may affect Poland’s im- 
ports as thus far commodities of this 


Polish 


foreign trade statistics give the fol- 


type were purchased abroad. 


lowing figures of imports for “essen- 
tial oils, odoriferous waters and non- 
1934. 
937 quintals (10 quintals equal one 
1935. 1.510 quintals. 
and in 1936 (Jan.-July), 808 quin- 
tals. While in 1934 and 1935 Swit- 
Netherlands and 
were Poland’s chief purveyors of this 


alcoholic fragrant substance” : 


metric ton), 


zerland. France 


commodity. in 1936 Germany has 
come to the fore with France hold- 
ing second place. 


New Company 
in Rangoon 

Azam Ariff Bros., 
importers and exporters of Rangoon, 
are expanding into the toilet goods 
field and will soon place on the mar- 
ket a line of toilet preparations, in- 
cluding perfumes, creams and pow- 
ders. 











CANADIAN NEWS and NOTES 


Canadian Perfumers 
Meet in Toronto 
Plans for the half- 


yearly convention of the Association 
of Canadian Perfumers and manufac- 


turers of Toilet Goods Articles were 


well under way at the monthly 
luncheon meeting of that organiza- 
tion on November 2nd at the Royal 


York Hotel. 


have announced that the Association 


Committee chairmen 


is looking forward to the best semi- 
annual convention it has ever held. 
The convention is taking place at the 


Roval York Hotel on Monday. De- 


cember 7 with business sessions 
scheduled for 9.30 in the morning 
and 3.30 in the afternoon. Luncheon 
will be served in the Roof Garden 
at 12.30 and the banquet will be at 
7.30 in the Ball Room, followed by 
a dance commencing at 10,00 p.m. 
Special speakers for the banquet will 
be B. K. Sandwell. Editor of Satur- 
day Night 

a. en 


of the convention, introduced com- 


Linton, general chairman 


follows: lun- 
cheon committee. Fred J. Whitlow: 
ladies committee, \N. F. Dahl: ban- 
quet committee, R. D. Zucker: 


committee, Charlie Stephens: 


mittee chairmen as 


dance 
regis- 
tration committee. William Singer: 
committee, C. G. Car- 
speaker, Fred Hodder. A 
hearty welcome was extended to 
John R. Kennedy, president of the 


United Drug Co. who is now around 


public ity 
michael: 


again following an automobile ac- 
cident last Summer. Mr. Kennedy 


expressed his regret at not having 
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been able to attend the annual con- 
Speaker at the 
luncheon was H. Ruthven Hay who 


vention at Lucerne. 


repeated the talk previously given at 
the Travelling Man’s Auxiliary Lun- 
cheon and which is referred to else- 
where in this issue. 


Halifax Druggists 


to Reorganize 


It is expected that 
reorganization of the Halifax Retail 
Association will take 
during the 


Druggists’ 


place coming season. 


Plans were started recently when 
some 20 odd druggists visited J. 
store was 


Reor- 


ganization of the association at that 


Murdock when his new 
opened on Quinpool Road. 


time was suggested by Colonel G. 
Kinley and _ it 
that a 
might be formed. 


was also suggested 


druggists bowling league 


Hay Discusses 
Social Credit 


H. Ruthven Hay. 
president of Harold F. Ritchie & Co.. 
Ltd., Toronto, recently addressed the 
Travelling Men’s Auxiliary to the 
Ontario Retail Druggists’ Associa- 
tion. He commented upon the Social 
Credit Government’s actions in the 
Province of Alberta from which he 
had recently returned. One thing 
that impressed him was that one 
could not help but be impressed with 
the fact that Social Credit is not an 
Aberhart movement but a_people’s 


movement. 


Referring to the currency  situa- 
tion, Mr. Hay pointed out that the 
Alberta government had issued 250,- 
QOO scrips in the denomination of 
$1.00 each. While this looks to some 
like an easy way for the government 
to shelve its immediate financial 
problems, it was not, he stated. The 
previous government had sold the 
last bonds at a rate of 6 per cent and 
no nation or province can exist if its 
debt is to carry an interest rate of 6 
per cent. 

The meeting was opened by presi- 
dent Gordon Schaefer after which 
Ted Enright, secretary, gave the min- 
utes and requested members to pay 
fees promptly. He also requested in- 
formation from all members who 
had recently changed their address 
in order that his mailing list might 
be brought up-to-date. Following 
the address of Mr. Hay several of the 
head table guests spoke briefly, in- 
cluding Lou. Phenner, Dr. R. B. J. 
Stanbury, secretary of the Canadian 


Pharmaceutical Association, F. A. 


Jacobs, secretary, Ontario Retail 
Druggists’ Association and H. L. 
Southall, managing editor, Drug 
Merchandising. 

Handsome presentations were 


made to Lou. Phenner, Canadian 
past president, and to W. C. A. Mof- 
fatt, Drug 
secretary, in appreciation of their 


Verchandising, retiring 


work for the auxiliary last year. 


Nyal Clerks 
Meet at Kingston 


A banquet and bus- 
iness meeting was held for Nyal drug 
clerks at the Hotel La Salle, Kings- 
ton under the auspices of Nyal Drug 
Company, Toronto. The gathering 
was addressed by Sales Manager, 
McKorkell and district representative 
Fergusson, Toronto, Ontario. 


Gardners Visit 
Toronto Branch 


Mr. Mrs. 
Charles Gardner, eldest son of Rich- 
ard Gardner of London, England, a 
senior director of Yardley & Co., 
Ltd.. recently visited Toronto while 


and 
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on their honeymoon and were guests 
of Mr. and Mrs. T. A. McGillivray 
of McGillivray Brothers, Ltd., the 
Canadian distributors of Yardley 
products. Mr. Gardner incidentally 
is a well known air pilot in Great 
Britain and won the King’s cup race 
around England this year. They 
chartered a plane on their arrival in 
New York, October 5, and made an 
aerial trip across the continent to 
Los Angeles and back. 


Windsor Golfers 
Close Season 


The fourth annual 
field day and banquet of the Wind- 
sor Druggist’s Golf Association was 
attended by some 75 druggists and 
friends and was voted an outstanding 
success. Scotty Rae acted as field day 
captain and carried much of the re- 
sponsibility of organizing the sports. 
The best gross score of the day was 
got by Rick Pearson with an 83. At 
the banquet following the game, pres- 
ident Ray Vicary officiated and pre- 
sented the prizes assisted by Scotty 
Rae and Ralph Waller of Sterling 
Products, Windsor. 


Canadian Patents and 
Trade Marks 


THe increasing international trade 
relations between the United States 
and Canada emphasize the import- 
ance of proper patent and trade mark 
protection in both of these countries 
in order that the expansion of busi- 
ness may not be curtailed by legal 
difficulties. 

For the information of our read- 
ers, we are maintaining a department 
devoted to patents and trade marks 
in Canada relating to the industries 
represented by our publication. 

This report is compiled from the 
official records in the Canadian Pat- 
ent Office. 

All inquiries relating to patents, 
trade marks, designs, registrations. 
copyrights, etc., should be addressed 


THE AMERICAN PERFUMER 
9 East 38th Street 
New York City 
lo 
Patents 

361,341.—-Shaving preparation. Ralph H. 
Fash, Fort Worth, Tex. 

361,383. 


Container hood capping ap- 
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paratus. The Oswego Falls Corp., Fulton, 
N. Y., assignee of Byrde M. Wright, and 
Edna Wright Skinner, both of Fulton, 
aforesaid, Executors of the Estate of Wil- 
bur L. Wright, deceased, in his lifetime of 
Fulton, aforesaid, and Lee D. Pierce, Ful- 
ton, aforesaid. 

361,494.—Dentifrice. John Samuel Rob- 
ert Heath, Melbourne, Victoria, Australia. 

361,538.—Collapsible tube nozzle. The 
Flexible Metal Co. Ltd., London, N.19, 
assignee of Frederick Watson Rumball, 
Barnet Vale, Hertfordshire, both in Eng- 
land. 

361,629.—Liquid dispenser. 
Reutter, Waterbury, Conn. 

361,630.—Liquid dispenser. Donald L. 
Spender, Waterbury, Conn. 

361,734.—Shaving cream. The _ Rit 
Products Corp., assignee of Wolf Krit- 
chevsky, both of Chicago, Ill. 


Philip A. 


361,755.—Tube paste extruding device. 


Herbert Ward Bubar, Toronto, Ont. 
361,827.—Cap and container. The Crown 
Cork & Seal Co. Inc., assignee of Robert 
J. Stewart, both of Baltimore, Md. 
361,887.—Metal container. The Conti- 
nental Can Co. Inc., New York, assignee 
of William F. Punte, Syracuse, N. Y. 


Trade Marks Under Unfair 
Competition Act of 1932 


N.S. 5630.—‘“Velvetta.”. Hand lotion, 
shampoo, face powder, puffs, suntan oil, 
hair preparations. Druggists’ Corp. Ltd., 
Toronto, Ont. 

N.S. 5637.—“Au_ Revoir-Auf Wieder- 
sehen.” Toilet preparations. Parfumeries 
St. Denis, New York. 

N.S. 5645.—‘*No-Wa-So.” 


gents and cleaning compounds. 


Soaps, deter- 
Albert 
Robinson, trading as Robinson & Co., 
Montreal, Que. 

N.S. 5666.—*Electra-Wave.” 
hair rinse, shampoo liquid, color correct- 
ant. American Machine and Metals Mfg. 
Corp., New York. 

N.S. 5689. 
terminating at each end in an arrowhead 
or spearhead, also colored in orange, with 
a facsimile in orange of the signature of 
W. W. Wrigley. Tooth paste. Wrigley 
Tooth Paste Co. Ltd., Montreal, Que. 

N.S. 5692.—Signature of Barbara Bates. 
Manicure articles, pedicure items. Ham- 
ilton C. Bates, doing business as C. J. 
Bates & Son, Chester, Ont. 


Finishing 


Design of heavy orange line 


Collins Products Co., Inc., New 
York, soap, $1,000. Filed by Harry 
S. Austin, 11 Park Pl., New York. 

Compagnie Henno, Inc., New York, 
cosmetics, 200 shares no par value. 
Filed by Silas M. R. Giddings, 1 
Wall St.. New York. 
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NEW COMPANIES 
Elene of Vienna, Inc., New York, 


cosmetics, 100 shares no par value. 
Filed by Albert G. Katz, 305 Madi- 
son Ave., New York. 

John Kenley Corp., New York, 
cosmetics, 200 shares no par value. 
Filed by George J. Beldock, 205 W. 
34th St., New York. 

The L. M. Morris Co., Ine., New 
York, cosmetics, $10,000. Filed by 
Isidor Eisenberg, 1476 Broadway, 
New York. 

Neoderm Skin Culture Institute, 
Inc., New York, cosmetics, 200 shares 
no par value. Filed by S. Arthur 
Glickstein, 535 Fifth Ave., New 
York. 

Lawrence & Co., Inc., 139 N. Clark 
St., Chicago, cosmetic and chemical 
preparations, 150 shares no par value 
common. Incorporators: Samuel J. 
Shaffer, L. B. Masor and Ray Ziblat. 
Filed by Shaffer and Masor, 139 N. 
Clark St., Chicago. 

United Soap Co., 45 Franklin St.. 
Brooklyn, N. Y. Organized by Sam 
B. Gersten and Hyman Kraft. 

Kitchen’s Cosmetics Co., 5140 
Whitfield Ave., Detroit, cosmetics. 
Formed by Walter W. Kitchen. 

Health & Youth Center, Inc., 
Brooklyn, N. Y., cosmetics, drugs. 
Filed by 


189 Joralemon St.. 


100 shares no par value. 
Louis Marcus, 
Brooklyn, N. ¥ 
Lillian 
New York, cosmetics, 3 shares no par 
value. Filed by Herman L. Pedo- 
witz, 302 Broadway, New York. 
Bertie D. Uchizy, Inc., New York, 


cosmetics, toilet 


Lane Laboratories, Inc.. 


preparations, 100 
shares no par value. Filed by George 
G. Shiya, 170 Broadway, New York. 

Krom Laboratories, Inc., Rosen- 
dale, N. Y., soaps, polishes, $20,000. 
Filed by Herman I. Katz, 309 Wall 
St., Kingston, N. Y. 

Nestor Dimitry, A Corp., New 
York, cosmetics, $20,000. Filed by 
Albany Service Co., 315 Broadway, 
New York. 

K & M Products Corp., Hoboken, 
\. J.. soap, 200 shares, no par value. 
Filed by George A. Enright. 


AGENCY CHANGES 


NAME AND ADDRESS PRODUCT NEW AGENCY 
Kirkman & Sons, Inc., Brooklyn, N. Y. Soap N. W. Ayer & Son., Inc., 
Philadelphia, Pa. 
Pompeian Co., Bloomfield, N. J. Cosmetics Charles Dallas Reach Co., 


Newark, N. J. 





TRADE PRACTICE CONFERENCE 


(Continued from page 50) 


(bh) Prohibited Brokerages and Commis 
sions. It is an unfair trade practice for 
any members of the industry engaged in 
commerce, in the course of such commerce, 
to pay or grant, or to receive or accept, 
anything of value as a commission brok 
erage, or other compensation, or any al 
lowance or discount in lieu thereof, execpt 
for services rendered in connection with 
the sale or purchase of goods, wares, ot 
merchandise, either to the other party to 
such transaction or to an agent, repre- 
sentative, or other intermediary therein 
where such intermediary is acting in fact 
for or in behalf, or is subject to the 
direct or indirect control, of any party 
to such transaction other than the person 
by whom such compensation is so granted 
or paid. 


(c) Prohibited Advertising or Promo- 
tional Allowances, Etc. Wt is an unfair 
trade practice for any member of the in- 
dustry engaged in commerce, to pay ol! 
contract for the payment of advertising 
or promotion allowances or any other 
things of value to or for the benefit of a 
customer of such member in the course 
of such commerce as compensation or in 
consideration for any services or facilities 
furnished by or through such customers 
in connection with the processing, hand- 
ling, sale, or offering for sale of any prod- 
ucts or commodities manufactured, sold, 
or offered for sale by such member, unless 
such payment or consideration is available 
on proportionally equal terms to all other 
customers competing in the distribution 
of such produc ts or commodities. 


(d) Prohibited Discriminatory Services 
or Facilities. \t is an unfair trade prac- 
tice for any member of the industry en- 
gaged in commerce to discriminate in 
favor of one purchaser against another 
purchasers or purchasers of a commodity 
bought for resale, with or without pro- 
cessing, by contracting to furnish or by 
furnishing, or by contributing to the fur 
nishing of, any services or facilities con 
nected with the processing, handling, sale, 
or offering for sale of such commodity so 
purchased upon terms not accorded on 
proportionally equal terms to all other 
customers competing in the distribution 
of such products or commodities. 


(e) Illegal Price Discrimination. It is 
an unfair trade practice for any member 
of the industry or other person engaged 
in commerce, in the course of such com- 
merce to discriminate in price in any other 
respect contrary to Section 2 of the Clay 
ton Act as amended by the Act of Con 
gress, approved June 19, 1936, (Public 
No. 692, 74th Congress) or knowingly to 
induce or receive a discrimination in price 
which is prohibited by such section as 
amended. 

As herein used. the word “commerce” 
means trade or commerce among the sev 
eral States and with foreign nations, or 
between the District of Columbia or any 
Territory of the United States and any 
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State, Territory, or foreign nation, or be- 
tween any insular possessions or othe 
places under the jurisdiction of the United 
States, or between any such possession or 
place and any State or Territory of the 
United States or the District of Columbia 
or any foreign nation, or within the Dis 
trict of Columbia or any Territory or any 
insular possession or other place under 
the jurdisdiction of the United Sates: 
Provided, That this shall not apply to 
the Philippine Islands. 


Rule 2 


It is an unfair trade practice for a mem 
ber of the industry directly or indirectly 
to give, or offer to give, or permit or cause 
to be given, money or anything of value 
to agents, employees, or representatives of 
customers or prospective customers, or to 
agents, employees, or representatives of 
competitors’ customers or prospectice cus- 
tomers, without the knowledge of their 
employers or principals as an inducement 
to influence their employers or principals 
to purchase or contract to purchase prod- 
ucts manufactured or sold by such industry 
member or the maker of such gift or offer, 
or to influence such employers or prin- 
cipals to refrain from dealing in the prod- 
ucts of competitors or from dealing or 
contracting to deal with competitors. 


Rule 3 

The making or causing or permitting 
to be made or published any false, untrue, 
or deceptive statement, representation, 
guarantee, warranty, testimonial, or en- 
dorsement, by way of advertising (through 
newspapers, magazines, circulars, labels, 
booklets, or by radio or any other me- 
dium), oral representation, or otherwise, 
concerning the efficacy, medicinal or cura- 
tive properties, grade, quality, quantity, 
substance, character, origin, size, prepara- 
tion, manufacture, or distribution of any 
product of the industry, or concerning the 
purported approval or endorsement of such 
product by state, federal, medical, or other 
authority, or in any other material respect, 
with the tendency, capacity, or effect of 
misleading or deceiving purchasers, pros- 
pective purchasers, or the consuming pub- 
lic, is an unfair trade practice. 


Rule t 


Offering merchandise for sale at prices 
purported to be reduced from what are 
in fact marked up or fictitious prices, with 
the tendency or capacity to mislead or 
deceive purchasers, prospective purchasers, 
or the consuming public, is an unfair trade 
practice. 


Rule 5 


The defamation of competitors by falsely 
imputing to them dishonorable conduct, 
inability to perform contracts, or ques- 
tionable credit standing, or by other false 
representations, or the false disparagement 
of the trade or quality of the goods of 
competitors, their credit terms, values. 
policies, services, the nature or form of 


the business conducted, or in any other 
material respect, with the tendency or ca- 
pacity to mislead or deceive purchasers, 


prospective purchasers, or the consuming 
public, is an unfair trade practice. 


Rule 6 


The false or deceptive marking or 
branding of products of the industry, for 
the purpose or with the tendency, capacity, 
or effect of misleading or deceiving pur- 
chasers, prospective purchasers, or the 
consuming public with respect to the 
brand, grade, quality, quantity, use, size, 
material, content, origin, preparation, 
manufacture, or distribution of such prod- 
ucts, or in any other material respect, 
is an unfair trade practice. 


Rule 7 


The imitation of the trade-marks, trade 
names, brands, labels, or other marks of 
identification of competitors, with the ten- 
dency, capacity, or effect of misleading or 
deceiving purchasers, prospective purchas- 
ers, or the consuming public, is an unfair 
trade practice. 


Rule 8 


To sell, offer to sell, or advertise in- 
dustry products as and for copies, blends, 
reproductions or imitations of the products 
of another member of the industry without 
his consent, with the tendency, capacity, 
or effect of misleading or deceiving pur- 
chasers, prospective purchasers, or the con- 
suming public is an unfair trade practice. 


Rule 9 


Falsely representing, directly or indirect- 
ly, through advertising, branding, labeling. 
or otherwise, that any industry product or 
products have been manufactured, mixed, 
blended, or compounded into the finished 
article abroad and imported into this coun- 
try when in truth and in fact such product 
or products have been manufactured, 
mixed, blended, or compounded in the 
United States of America, is an unfair 
trade practice. 


Rule 10 


The securing of information from 
competitors concerning their businesses by 
false or misleading statements or repre- 
sentations or by false impersonation of one 
in authority and the wrongful use thereof 
to unduly hinder or stiflle the competition 
of such competitors is an unfair trade prac- 


tice. 


Rule 11 


(a) For any member of the industry 
to pay, or contract to pay, directly or in- 
directly, to clerks or sales persons of 
customers a bonus, known as “push 
money”, over and above any compensation 
received by such persons, as an induce- 
ment and encouragement to push or stress 
the merits of such member’s product or 
products over competing products of other 
members of the industry, unless such pay- 
ment is made available on equal or pro- 
portionately equal terms to clerks or sales 
persons of all other customers competing 
in the distribution of such member’s 
products, contrary to Section 2 (d) of 
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the Robinson-Patman Act, is an unfair 
trade practice. 


Rule 12 


(a) For any member of the industry 
to employ and pay the salary, either in 
whole or in part, of any demonstrator or 
sales employee, to promote the sale of or 
to sell his product or products in a retail 
store operated, owned or controlled by 
another party in which competitive prod- 
ucts of other producers are offered for sale 
and sold to consumers, without at the 
same time according the services of dem- 
onstrators or sales employees to other 
purchasers on proportionately equal terms, 
contrary to Section 2 (e) of the Robinson- 
Patman Act, is an unfair trade practice. 

(b) For any member of the industry 
to employ and pay the salary, either in 
whole or in part, of any demonstrator or 
sales employee, to promote the sale of or 
to sell his product or products in a retail 
store operated, owned or controlled by 
another party in which competitive 
products of other producers are offered 
for sale and sold to consumers, with the 
tendency to suppress and _ stiflle competi- 


NEW 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered 
in the industry. The material is in 
every instance furnished by the spon- 
sor of the product and the article is 
not to be considered an endorsement 
by this journal. 


Precision Scientific Co., Chicago, 
has added a new “Midget” water 
still to its line of special machinery. 
The new unit will deliver about one 
quart of distilled water per hour and 
is suitable for laboratory and other 
small operations. 


F. J. Stokes Machine Co., Phila- 
delphia, recently 
delivered this new tube closing ma- 
chine to a prominent maker of phar- 


completed and 


Describing the new ma- 
chine the company says: “This tube 
filler handles up to 50 tubes per min- 
ute, regardless of size, and requires 
but one operator. 


maceuticals. 


A stainless steel 
hopper and filling mechanism guar- 
antee the absence of any 
with the material handled; a special 
hand control permits the operator 
quickly to regulate the amount of 
material discharged into each tube, 


‘No-Tube—No-Fill’ 


reaction 


and a device 
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tion, or with the tendency and capacity 
or effect of producing in the marketing of 
the goods a condition which is deceptive 
to the consuming public, is an unfair trade 
practice. 


GROUP Il 
Rule A 


The industry aproves the practice of 
each individual member of the industry 
independently publishing and circulating 
to the trade his own price lists that fully 
set forth his terms of sale, making same 
available to the trade at some central 
agency to be designated by the industry, 
but such information shall be available 
and open to inspection only to each class 
of distributor in competition with each 
other. 


Rule B 


To avoid confusion within the industry 
each member thereof is requested to file 
with some person designated by the in- 
dustry all trade marks, trade 
labels, or brands used by such members. 
such information to be available to all 
members of the industry and to the public. 


names, 


PRODUCTS AND PROCESSES 


keeps the machine clean by prevent- 
ing discharge of the material should 
the operator omit placing a tube in 





one of the holders. This machine 
applies the ‘Westite Hermetic Clo- 
sure’ which is leakproof and elim- 
inates closure seepage difficulties. 
“Similar have 
shipped recently to other manufac- 
turers of liquids, semi-liquids and 
pastes. 


machines been 


They were selected because 
of dependability of operation, flexi- 
bility and ease of ‘change-over,’ and 
cleanliness of operation.” 


Illustrative of the multiple uses of 
small vials both in the perfume and 
other closely allied industries is this 





picture furnished by Kimble Glass 


Co. It shows a group of eight re- 
cently designed vials with closures 
especially adapted for various uses 
in this industry. Cork, plastic, metal, 
and applicator closures are illus- 
trated along with the type of vial to 
which each is specially suited. 


* *% 


Fritzsche Brothers, Inc., New 
York has developed two new im- 
proved substitutes for materials 
which, despite certain acknowledged 
disadvantages, have been used by 
perfumers for years, and considered 
indispensable. The 
says:—“Heliotropin, has 


by many as 
company 
provided, until now, about the clos- 
est possible simulation of the odor 
of living heliotrope, it having been 
found impossible to extract a satis- 
factory oil itself, 
One of the new products announced 
by Fritzsche, 


from the flower 


however, is sweeter, 
stronger and less subject to discolor- 
ation than heliotropin. 

“Labdanum, another material of 
utmost importance in certain types 
of perfuming, has had its employ- 
ment restricted to a large extent by 
the fact that most of the available 
oils were not entirely free from the 
inert ingredients of the gum itself, 
nor were they altogether free from 
objectionable discoloration. By a 
special process of distillation devel- 
oped in its Seillans plant, Fritzsche 
Brothers’ perfume division has suc- 
ceeded in producing an almost color- 
less oil which overcomes both of 
these objections. The new oil, iden- 
tified as ‘Oil Labdanum, Extra Fine, 
Seillans’, embodies the odoriferous 
principles of the natural gum. 
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Tuis department is conducted un- 
der the general supervision of How- 
ard S. Neiman, contributing editor 
on patents and trade marks. This 
report of patents, trade marks and 
designs is compiled from the official 
records of the Patent Office in Wash- 
ington, D. C. We include everything 
relating to the four coordinate 
branches of the essential oil industry, 
viz.: Perfumes, Soaps, Flavoring Ex- 
tracts and Toilet Preparations. 

Of the trade marks listed, those 
whose numbers are preceded by the 
letter “M” have been granted regis- 


Trade Mark Registrations 
Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to oppo- 
sion within thirty days after their publi- 
cation in the Official Gazette of the United 
States Patent Office. 
gested that our Patent and Trade Mark 
Department be consulted relative to the 


It is therefore sug- 


possibility of an opposition proceeding. 


356.835.—See Illustration. Furlager Mfg. 
Co. Inc., New York. (Sept. 12, 1934.) 
Powder puffs. 

363.666. — “Tempt”. Rejuvia Beauty 
Laboratories, Inc.. New York. (Apr. 1, 
1935. )—Lipstick. 

366,147.—See Illustration. Camille B. 
Holt, doing business as Hairgiene Labora- 
tories, Atlanta, Ga. (June 1, 1935.)—Hair 
tonic. 

367.984.—See Illustration. Elizabeth Ar- 
den, Inc.. New York. (July 19, 1935.) 
Suntan oil, sun-proof cream, bronze liquid 
lotion for face and body. 

373,443.—See Illustration. Jerome W. 
Ephraim, Inc., New York. (Nov. 20, 1935.) 

Dentifrices, dental powders and dental 
cream, lotions, ointments, cream, jellies, 
salves and powders for the skin, hair and 
scalp, etc. 

376,243.—See Illustration. Max Heller, 
doing business as Exeller Chemical Co.. 
New York. (June 1, 1932.) 


powder, shampoo, henna shampoo, tooth 


Chamomile 


powder, talcum powder, mouth wash, cas 
tile soap and lemon shampoos. 
377,.163.—See Illustration. Charles A. 
Mureau, Omaha, Nebr. (Nov. 1, 1935). 
Rouge and face powder. 
377,189.—See Tlustration. The Mennen 


Conducted by Howard S. Neiman 


tration under the Act of March 19, 
1920. The remainder are those ap- 
plied for under Act of February 20, 
1905, and which have been passed 
to publication. 

Inventions patented are designated 
by the letter “D.” 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 

PATENT AND TRADE MARK 
DEPARTMENT, 
THE AMERICAN PERFUMER, 

9 East 38th St., New York City. 


Co., Newark, N. J. 
Soap. 
377,776.—“LES 
Daltroff & Cie., 
fumerie Caron, Paris, France. (Dec. 24, 
1935.) —Perfumes, toilet waters, face and 
toilet powders, powder and rouge com- 


(Mar. 10, 1929), 
CENT FARDS.”  E. 


doing business as Par- 


pacts, rouges, lipsticks, ete. 

378,551. “MAS-Q-LINE.” Blooming- 
dale Bros., Inc., New York. (May 7, 1936.) 

Toilet articles. 

378,643.—See Illustration. Bectin-Sey- 
mour, New York. (May 15, 1936.) —Shav- 
ing creams and shaving powders. 

379,053.—"“EAU DE COLOGNE ROY- 
ALE.” Parfumerie St. Denis, New York. 
(1926.)—Cologne. 

379,150.—See Illustration. R. R. Street 
& Co. Inc., Chicago, Tl. (1907.)—Dry 
cleaning soap. 

379,831.—See Illustration. The Cuyahoga 
Merchandising Co., Cleveland, Ohio. (Aug. 
1935.) 
dirt and other impurities. 

379,922.—See Illustration. Joseph B. 
Bender, doing business as Benco. Prod 
ucts, New York. (May 1935.) Deodor- 
ant cream. 

380,058. 
Hogarth, London, 
1930.) —Dentifrices. 

380,384.— “SUN GUARD.” Chryson’s 
Ltd., Los Angeles, Calif. (May 19, 1936.) 

Skin cream for preventing sunburn. 

380,474. “DEVILTRY.” Edward J. Fay, 
doing business as De Raymond, New York. 
(Jan. 2, 1936.) 


colognes, sachets, face powder, talcum 


Cleaning compound for removing 


See Illustration. Alfred Moore 
England. (Dec. 10, 


Perfumes, toilet waters. 


powder. 
380.499.—See Illustration. Joseph P. 

Carroll, doing business as Ever-There Lab.. 

New York. (Tune 1. 1936.) 
380.716. See Illustration. 


Cosmetics. 
Catherine 


Agnes Rinelli, doing business as Kay 
Rinelli, Brooklyn, N. Y. (Dec. 1, 1935.)— 
Tissue cream, cold cream, astringent, skin 
toner, sun oil, and shampoo. 
381,121.—See Illustration. Peter Charles 
Nail Polish Co., New York. (June 22, 
1936.)—Finger nail preparation. 

381,425. See Illustration. Rutland 
Brothers, Inc., doing business as Rutland’s, 
St. Petersburg, Fla. (Dec. 1925.)—Per- 
fume. 

381,475.—See Illustration. The Bon Ami 
Co., New York. (Oct. 11, 1935).—Cleans- 
ing powder. 

381,542. “PAR-VAN.” Virginia P. 
Wolfe, St. Augustine, Fla. (July 20, 1935.) 

Body powder. 

381,593.—See Illustration. Voorhis-Tie- 
bout Co., Inc.. Rhinebeck, N. Y. (Jan. 2, 
1936) .—Soap. 

381,783.—See Illustration. Rex  Phar- 
macy, Inc., Seattle, Wash. (Mar. 28, 1935.) 

Glycerine and rose water, rose water, 
preparation for use in skin and scalp. 

381,916.—See Illustration. E. Morris 
Mfg. Co., Detroit, Mich. (May 1, 1935.) 
Permanent wave solutions, wave set solu- 
tion, 

382,094, 382,095.—See Illustrations. Inti 
Salons, Inc., New York. (June 1, 1935.) 

Liquid liquid cleansing 
cream, foundation cream, face powder, lip- 


astringent, 


stick, rouge, cream rouge, mascara, eye 
shadow, and dusting powder. 
382,181.—See 


Store Co., doing business as “Yvonne 


Illustration. The Sharon 


Laru,” Sharon, Pa. (June 15, 1936.) 
Toilet preparations. 

382,229.—See Illustration. Frank L. Nau, 
Portland, Oreg. (Jan. 1, 1935.)—Mouth 
wash. 

382,301, 382,302. See . Illustrations 


George Joseph Basel. doing business as 
Basel Co., Cleveland, Ohio. (June 6, 1936.) 
Face lotion and hair tonic; shaving 
soap and shaving cream, respectively. 
382,323. See Illustration. Schnefel 
Bros. Corp., Newark, N. J. (June 8, 1936.) 
Nail polish remover and thinner. 
382,356.—See Illustration. Kotler & Ko- 
pit Inc., Providence, R. I. (Mar. 1936.) 
Vanity cases made of or plated in whole 
or in part with precious metals. 
382,392.—See Illustration. Warren D. 
Ownby, doing business as The O. Gargle 
Co., Tulsa, Okla. (June 18, 1936.)—Anti- 
septic gargle and mouth wash. 
382.450.—"VITA-BRITE.” The Sheffield 
Co.. New London, Conn. (Aug. 5, 1936.) 
Tooth paste. 
382.469.—See Illustration. Ford Hopkins 
Co., doing .business as Dr. Richards, Chi- 
cago, Tl. (June 29, 1936.)—Foot powder. 
382,472.—“1000 GRAND.” Frank J. 
Hallauer, doing business as Cronwell Co., 
Washington, D. C. (Aug. 4, 1936.)—Scalp 
preparation. 
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382,565.—" META-TITANE.” Paul Meta- 
dier, Tours, France. (Sept. 1926.)—Prepa- 
ration for the treatment of skin diseases 
in powder, paste, cream and soap form. 

382,575, 382,576. See Illustrations. 
John T. Sanley Co. Inc., New York. (1893 
and 1875 respectively.) —Soap. 

382,602.— See Illustration. 
Prescribed Cosmetic Laboratories, Inc., 
Wilmington, Del., and Mount Vernon, 
N. Y. (Aug. 1, 1932.)—Toilet prepara 
tions. 

382,632.—See Illustration. George W. 
Kuntz, Evansville, Ind. (May 10, 1935.) 

Pure and imitation extracts of various 
flavors. 

382,705. —“ARTISTO.”) American 
Yvette Co., Inc.. New York. (July 1934.) 

Permanent waving lotions. 

382,726. “NAILGROOM.” = Schnefel 
Bros. Corp., Newark, N. J. (June 8, 1936.) 

Beautifier for use on nails and cuticles. 

382,758.—"GORJUS.” McLaughlin-Owen 
Company, Chicago, Ill. (Aug. 6, 1936.) 
Shampoo, wave set, 


Physician 


hair tonic, hair rinse, 
face creams, nail polish, cuticle oil, face 
powder, and lipstick. 

382,764.—*Mystol.” Normitol, Inc., Nor- 
walk, Conn. (1920.)—Toilet preparations. 

382,791.—See Illustration. Fall & Fall, 
Denver, Colo. (July 1, 1936.)—Hair prepa- 
rations, skin preparations, dental prepara- 
tions, and nail preparations. 

382,869.—See Illustration. General Cos 
metics Corp., New York. (Aug. 10, 1936.) 

Tooth paste. 

382,907. See Illustration. 
Corp., Wilmington, Del. 
powder and mouth wash. 

383,013. “PROPHYLINE.” Grand 
Union Tea Co., New York. (Oct. 1, 1910.) 

Antiseptic 
wash, throat gargle, nose spray, douche, 
and deodorant. 

383,053. “Lady Esther.” Dartmore 
Corp., Brooklyn, N. Y. (July 31. 1936.) 
Powder puffs. 

383,059. “Hollywood Girl.” Hollywood 
Powder Puff Co. Inc., Brooklyn, N.Y. 
(Mar. 1, 1935.)—-Powder puffs. 

383,096.—See Illustration. Humane So 
ciety of Baltimore County, Pikesville, Md. 
(Aug. 1, 1936.) 
antiseptic. 

383,151.—“VANIS.” Ben Knowlton Van 
Korn, doing business as The Vanis Co.. 
Philadelphia, Pa. (1919.) 
tions. 

383,158.—See Lllustration. J. Jay Bickel, 
doing business as Master Shaving Cream 
Co.. Minneapolis, Minn. (June 10, 1932.) 

Shaving cream. 

383,178.— "Gift of An Empress.” Par- 
fums Lengyel, Ltd.. Dover, Del., and New 
York, N. Y. (June 30, 1936.)—Toilet 
preparations. 

383,180. See Illustration. Rochelle 
Products, Brooklyn, N. Y. (Sept. 1, 1936.) 

Oil shampoo. 

383,181. See Hlustration. Rock- A-Bye 
Co., New York. (Aug. 30, 1933.) —Soaps 
for use as a cleanser and skin softener for 
use by infants. 

383,189.—"“NEAL’S BEAUTY PEARLS.” 
Tokalon Chemical  (¢ orp.. New York. 
(Aug. 14, 1936.)--Toilet preparation used 
as a skin beautifier. 

383,435.-See Illustration. S. H. Kress 
& Co.. New York. (Nov. 1, 1932.) 


Denti-Set 
( 1923.) Tooth 


preparation used as mouth 


Shampoo, deodorant, and 


Toilet prepara- 
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soap powders, laundry soaps, toilet soaps. 

383,472.—"“MOTIF.” Herb-Verdi, doing 
business as Motif Cosmetics, San Francis 
co, Calif. (Aug. 28, 1936.)—Preparations 
for the hair. 

383.570.—See Illustration. Colt’s Patent 
Fire Arms Mfg. Co... Hartford, Conn. 
(1931.)——Containers and parts thereof and 
closures therefor molded in whole or in 
part from materials of the synthetic resin 
class. 

383.572.—"VENEZ-VOIR.” Cornelia W. 
Davenport, Philadelphia, Pa. (Sept. 15, 
1936.) —Perfumes. 

383,777. “CANTERBURY HOUSE.” 
McKesson & Robbins, Inc., Bridgeport and 
Fairfield, Conn. (Feb. 11, 1936.)—Soap. 

383.782. 383,784. See Illustrations. 
Maurice E. Proctor, doing 
Proctors Products Co.. New Haven, Conn. 
(Sept. 19, 1936.) 
dental cream, respectively. 

383.816. See Illustration. Parfums Du 
vee, Inc.. New York. (June 19, 1936.) 


business as 


Shaving cream and 


PETER CHARLES 
THE 


FINGER re PROTECTOR 


= - Rock-A-Bye \ | | 


‘ROM AwEE 


vy 





Cleaning compound for fabrics, dishes and 
floors. 


Trade Mark Registration Granted 


(Act of March 19, 1920) 


These registrations are not subject to 


opposition, 


\1340.076. “BRILLANTINT.”. Mme. 
Fischer Beauty Salons. Inc.. New York. 
(Sept. 2, 1935. Serial No. 369,997.) —Hair 
pomade. 

M1340.528.—“Ellyn  Deleith.” Ellyn Del- 
eith, Inc.. New York. (Apr. 1935. Serial 
No. 370.759.) —Toilet preparations. 

M340.540.—See Illustration. Wm. L. 
Wishart. doing business as Jacqueline 
Thoreau. New York. San Francisco. (Jan. 
1933. Serial No. 382.185.)—Toilet prepa 


rations. 


Designs Patented 


D101.804, 101,805. 101,806, 101,807. 


Designs for an atomizer, a perfume drop- 
per and atomizers respectively. Frederic 
A. Vuillemenot, Toledo, Ohio. 

D101,878. 
Frank McLaughlin, Chicago, IL, assignor 
to Carr-Lowrey Glass Co., Baltimore, Md. 

D101,901, 101,902, 101,903, 101,904. 
Design for an atomizer case, two atom- 


Design for a cream jar. 


izers, and another atomizer case. Frederic 
\. Vuillemenot. Toledo, Ohio. 
D101,919.—Design for a bottle. Walter 
R. Leach, Baltimore, Md., assignor to 
Garr-Lowrey Glass Co., Baltimore, Md. 
D101.984.—Design for a_ bottle. Edwin 
W. Fuerst. Toledo, Ohio, assigner to 
Owens-Illinois Glass Co.. Toledo, Ohio. 
D102.008.—Design for a jar. 
Smith, Wheeling, W. Va., assignor to 
Hazel-Atlas Glass Co., Wheeling, W. Va. 
D102.011, 102,012, 102,013, 102,014. 
Designs for an atomizer. Frederic A. Vuil- 
lemenot. Toledo, Ohio. 
D102.016.—Design for a container. 
Georges Wilmet. New York. assignor to 
Armstrong Cork Co., Lancaster, Pa. 


Frasier 


Patents Granted 


2.058.516.—Dropper for medicines, per- 
fumes, and other liquids. Louis W. Schaaff, 
White Plains, N. Y.. assignor, by direct 
mesne assignments, of fifty-two per cent 
to Wilhelmina M. Kuhn, New York. 

2.058.599.—Tooth paste cap or the like. 
Milton S. Koster, Brooklyn, N. Y. 


2,058,781. 


Hydrogenated naphtha soap. 
Carleton Ellis, Montclair, N. J. 


to Standard-l. G Co. 


assignor 


2,058,830.—Collapsible tube. Karl Ruetz, 
Zurich, Switzerland. 

2,058,915.—Drip protector for bottles. 
Albert A. Scholl, Bronxville, N. Y., as- 
signor, by mesne assignments, to the Chase 
National Bank of the City of New York. 

2,059,396.—Dentifrice product, Jean Rip 
ert, Paris, France, assignor to Thibaud, 
Gibbs & Cie... Paris, France. 

2.059,608.—Powder dispensing can. Wil- 
liam A. Rochester, Merrick, N. Y. 

2.059,821.—Vanity case construction. 
Fred Spitalny, Elizabeth, N. J. 

2,060,228. Anthony J. 
Chicago, Il. direct and 
mesne assignments, to Lever Brothers Co., 


Soap. Lorenz, 


assignor, by 


a corporation of Maine. 
2,060,466.—Vanity case and the like. 
Paul Gutenstein, Beechurst, L. I. 
2,060,622.—Captive receptacle cap. Clar- 
ence M. Jones, Tulsa, Okla. 
2.061.124. — Collapsible tube — closure. 
George J. Walther, Winona, Minn. 
2.061,214.—Bottle Cap. William C. Sent- 
man, Kellogg, Idaho, assignor of one-half 
to Oscar G. Reiman. Kellogg, Idaho. 
2.061,462._Handy top for containers. 
Frederick C. Groman, Dodge City, Kans. 
2.061.468. — Soap Walter 
Kling. Chemnitz, Germany, assignor to H. 
Th. Bohme Aktiengesellschaft, Chemnitz, 
Germany. 


preparation. 


SUPPLIERS’ HELPS FOR MANUFACTURERS 


Copies of any of the material men- 
tioned in this section may be had 
from The American Perfumer 
unless otherwise stated. Simpl) 
check the items wanted or send 
a postal card to Suppliers’ Helps, 
The American Perfumer, 9 East 
58th Street, New York City. 


FritzscHeE Brotuers, INnc., Neu 
York. Wholesale Price List. 
The company’s regular wholesale 
price list of essential oils, aromatic 
chemicals and specialties for No- 


vember has been issued. 


GIVAUDAN-DELAWANNA, INc., Neu 
York. “The Givaudanian” 
The latest issue of this excellent lit- 
tle paper contains an article on cetyl 
alcohol and a forecast of legislative 


activities regarding cosmetics. 


NEUMANN-BUSLEE & WOLFE, INc.. 
Price List. 
This Chicago house has issued its 


Chicago. 


wholesale price list covering essential 
oils, aromatic chemicals and other 
perfume and cosmetic materials. The 


prices are as of November = 
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M. Stein Cosmetic Co., Neu 
York. “Modern Make-Up by Stein.” 
This interesting leaflet describes the 
theatrical make-up products for 
which the company has been famous 
for nearly fifty years. A chart for 
“straight” and “character” parts 
showing what sort of make-up to use 


is a valuable feature. 


Home Com- 
“The Good 


“WoMmAN’S 
York. 


] THE 
PANION. Neu 
Looks Manual.” 
The Woman’s Home Companion pub- 
lishes on December i) “The Good 
Looks Manual.” a illus- 
trated booklet on the simple funda- 
mentals of good looks and 
(This is a compendium 
of articles written by Hazel Rawson 
Cades. Good Looks Editor, and pub- 


18-page 


good 


grooming. 


lished during 1936 in the Woman's 
The booklet, in 


question and answer form, is de- 


Home Companion. | 


signed to meet the need for compact. 
authoritative information on the care 
of the skin, hair, hands and figure 
and on the use of cosmetics. Its 


form adapts it particularly to class- 





room use in progressive colleges and 
schools and in girls’ clubs where im- 
provement of personal appearance 
has become a topic for intensive 
The price of the booklet is 
25 cents. 


study. 


SToKes & SmitH Co., Philadel- 
phia. “Something New in Filling 
Vachinery.” 

This interesting illustrated folder de- 
scribes the company’s conveyor net 
weight scale, suitable for the filling 
of dry materials which are easily 


breakable. 


CONTINENTAL Can Co., New 
York. “Cap Sealed Schmitty.” 
This interesting little booklet relates 
the adventures of a young beer sales- 
man who apparently capitalized on 
Continental cans in his selling talks. 


| Dopce & OLcott Co., New York. 
Reference and Price List. 
This wholesale list contains prices 
and information on the company’s 
line of essential oils, flavors, oleo- 
resins, vanilla aromatic chemicals 
and specialties for the perfume, cos- 


metic, flavor and other industries. 


P. R. Dreyer, Inc., New York. 
““Dryad” Perfume Specialties.” 

This list shows the numerous spe- 
cialties manufactured by the com- 
pany for perfuming every sort of 
Prices and valuable direc- 
tions for use of the products are 


product. 
given. 


Several requests for copies of 


these circulars have been re- 


ceived without the name and 
address of the sender. Please be 
sure to sign your name and 
address when making these re- 


quests. 


COLOMBIA’S COSMETIC 
IMPORTS 


Colombia’s imports of perfumes 
and cosmetics in 1935 were valued at 
186,000 pesos, of which 70 percent 
came from the United States and 25 
percent from France. Colombia’s 
imports of the subject products dur- 
ing 1931, 1932, 1933, and 1934 in 
pesos were as follows: 151,000, 
86.000, 137,000, and 214,000, re- 
spectively. equals ap- 
S. $0.56.) 


(The peso 
proximately U. 
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re you song 
south this winter ? 


SOLGUENT is....in 
TURNER TUBES 


TURNER WHITE METAL co.. te. 


NEW BRUNSWICK NEW JERSEY 
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Your own brand 
of cosmetics .. . 





obligation to purchase. 


a 
! - 


must bring you a satisfactory profit 
but above all must possess merit and 
distinction. | 
thirty years of experience—but we can 
develop your formulas if you so prefer. 
—_ You can buy our products in packages 
SALESMAN aged but not labeled, or in bulk if you 
want to do your own packaging. 
en This carries no 


Our own formulas are the result of 
completely finished for resale, or pack- 
Check in the appended list the items 
sy F a 7 you wish to stock, or send for one of our 
confidential price lists. This ‘Yi 
man of yours. No doubt he puts across your 





He may be a high-powered man, that sales 


story in great shape .. . gets your product in the store 
gets the dealer all enthused about it. 


But about the time your salesman finishes with a dealer, along 


We list only the fast selling items. If what 
you need is not listed, let us know and 


comes another salesman . . . for a competing firm. He’s no slouch 





cither. He has a good story too. we will advise you promptly regarding it! 


How can you keep up the dealer’s enthusiasm for your product 


n the face of constant competition? How can you keep him sold? CREAMS Sundries (Cont'd) Liquids (Cont'd) 
1 Acne Cream Rouge After Shave 
Answer! By stimulating consumer interest in your product at . — g After: have 
. o . All Purpose Eye Shadow Lotion 
the point of sale — by giving it a package that makes people reach Bleach Dusting Powder Deodorant 
tor it — ask about it — choose it in preference to competing items. Cleansing 
, Cocoa Butter 
It you are interested in obtaining such a package, Ritchie can Cold LIQUIDS FACE POWDER | 
help you. Write for full information re Foundation Perfumes More than 70 
;, ae Lemon Toilet Water shades of the 
garding our designing service. Tell us — ‘ , 
—— ; : Tissue Shampoo highest grade in 
= 7 the nature of your packaging problem. Beauty Mask Hair Tonic Light, Med. and 
4 4 Clay Pack Lotions Heavy weight 
Deodorant Skin Tonics carried in stock 


WRITE FOR FREE BOOKLET Astringent The quality of 

SUNDRIES Brilliantine our Face Pow- 

iat eae ae Rouge Compact Powder Base der has a world 
ai Ries hati Lip Sticks Muscle Oil wide reputation. 
ing. adver 


aluable, informa 


packaping 


—!| “Klinker 


W. C. RITCHIE ano COMPANY MEG. COL 
8845 BALTIMORE AVENUE, CHICAGO 


New York Philadelphia Detroit Minneapolis 
Cincinnati Los Angeles St. Louis Ft. Wayne 





9200-9210 Buckeye Rd., Cleveland, Ohio 
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ADVERTISEMENT—This entire page is a paid advertisement, 


Prepared Monthly by the U. S. Industrial Alcohol Co. 


@ ALCOHOL NEWS@ 





* 


December 





fee NET SALES of ETHYL ALCOHOL to the 


1936 APPARENT CONSUMPTION 
INDUSTRIAL ETHYL ALCOHOL 


SHOWN CUMULATIVELY,, PER CEN 


Apparent consumption of industrial ethyl alcohol 
from Jan. 1 to Sept. 31, 1936, was 44,578,000 wine | 
gallons. This is 27.5 per cent greater than during 
the same period in 1935 when 34,956,000 wine gal- 
lons were consumed. 


MARKETING BRIEFS 








U. S. methanol production for the 
three quarter period of 1936 was 3,983,- 
152 gallons of crude and 16,857,983 gal- 
lons of synthetic, reports the Bureau of | 
Census. The crude material gained only | 
9.5 per cent over the same period of last 
vear while the synthetic increased nearly 
17 per cent. ... Lessening stocks and ris- 
ing prices have forced much heavier im- 
ports of both crude and refined glycerine 
according to the Chemical Division of the 
Department of Commerce. Factory and 
warehouse stocks compared with 1935 
were nearly a third less at the close of 
the first half of 1936... The U. S. is now 
the second largest iodine producer states 
C. C. Concannon of the Department of 
Commerce... Cuba is a fertile field for | 
toiletry exports advises U. S. Consul 
Cameron from Havana. 


A. 1. Ch. E. MEMBERS VISIT 
U.S, 1. PLANT AT BALTIMORE 


The staff of the Curtis Bay Plant of 
the U. S. Industrial Alcohol Co. was host 
to several hundred members of the 
American Institute of Chemical Engi- 
neers on the occasion of their convention | 
in Baltimore, Nov. 10 and 11. Descend- 
ing en masse, the conclave was divided | 
into groups comprised of student mem- 
bers who visited the plant on Tuesday 
and the A. I. Ch. E. who attended on 
Wednesday. 

Under the guidance of U. S. I.’s Vice- 
President Backus in Charge of Produc- 
tion, the engineers were permitted to 
view every phase of operations in a large 
industrial alcohol plant, including the 
largest installation for the production of 
anhydrous alcohol in this country. 

Seen were the latest and most modern 
boilerhouse facilities for making pos- 
sible a shift from coal to fuel oil opera- 
tion or vice versa and the longest welded 
steam line in the world. The latter con- 
necting the Alcohol plant with the U. S. 
Industrial Chemical Co., Inc., was of | 
special interest to the engineers. The| 
extensive equipment for the storage of| 
pure alcohol and the rapid dispatch of 
Super Pyro Anti-Freeze were among 
other features to excite favorable com- 
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SUPER PYRO SHIPMENTS 


SHOW 40 PER CENT GAIN | 





25% Increase in Dealers Handling 
U.S.1.’s Popular-Priced Anti-Freese 





With shipments of SUPER PYRO to | 


distributors showing a 40 per cent gain 
and an increase of 25 per cent in its 
number of dealers over the correspond- 
ing period of last season, U.S.I. will ma- 
terially strengthen its leadership this 
winter in the popular-priced anti-freeze 
field. 

During each of the successive years 
since SUPER PYRO was introduced in 
1933, this product has shown an in- 
creased acceptance by dealers and the 
public. Today it ranks as the largest- 
selling brand in the popular-priced field, 
and represents 75 per cent of U.S.I.’s 
anti-freeze production. 

Offered as a premium quality popular 
priced product, retailing at 25 cents a 
quart, SUPER PYRO has achieved its 
enviable position by a program assuring 
liberal profits to distributor and dealer 
plus the backing of national advertising 
| amounting to well over $1,000,000. 


Use Five Advertising Media 

This season U.S.I. employs all five 
consumer advertising media which in- 
clude 7,800 billboards, frequent ads in 
106 newspapers in seventy-six cities, 
three national magazines, 292 spot an- 
nouncements from fifteen radio stations, 
and a direct mail campaign to 500,000 
selected motorists. 

Each one of the SUPER PYRO 
dealers is provided with effective sta- 
tion displays which tie in directly with 
the national advertising program. Deal- 
ers taking initial delivery of eighty gal- 
lons are furnished, by express, with a de 
luxe advertising kit which contains, 
among other displays, a giant outdoor 
thermometer featuring the famous “Old 
Man Winter” trade mark of SUPER 
PYRO. 
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OFFERED T0 USER OF 
“GENERAL” SOLVENT 


New Leaflet Gives Benefits and 
Uses of “All-Purpose” Solvent 








Solox*—the “all-purpose” sol- 
vent of U. S. Il.—offers the user of 


a general alcohol type solvent sev- 
eral advantages and is filling an increas- 
ing number of diversified uses in com- 
mercial fields. 

A leaflet giving full information about 
the uses of Solox and Anhydrous Solox 
has just been prepared. Copies may be 
had by writing to U. S. I. 

Solox is essentially an alcohol-type 
solvent formulated according to govern- 
ment regulations, and is available for 
numerous industrial purposes where de- 


natured alcohol has been in use. The 

authorized composition of Solox is: 
+Special Denatured Alcohol No. 1. 100 parts 
Ethyl Acetate 5 parts 
Aviation Gasoline 1 part 
This formula will immediately indi- 


cate the outstanding value of Solox asa 
solvent. Specially denatured alcohol No. 
1 has long been employed in many indus- 
tries and is the most popular and widely 
used of all industrial alcohols. However, 
it can only be obtained under the limita- 
tions of government permit. While no 
permit is required to obtain Solox, its 
sale is subject to certain regulations. 
Ethyl acetate is a most effective or- 
ganic solvent and has the unique prop- 
erty of bringing out the latent solvent 
power of the alcohol. In Solox, there- 
fore, it not only contributes its own sol- 
(Continued on next page) 


*Trade Name Reg. U. S. Pat Off. 

+The authorized composition of S. D. No. 1 is as 
follows: To every 100 gallons of ethyl alcohol 
add: 


5 gallons approved wood alcohol. 





Courtesy of The John Igelstroem Co., Massillon, Ohio 


Here at a midwestern plant, a corps of workers collate and pack the three different types of kits 
offered to SUPER PYRO dealers, according to size of order placed. This section of the warehouse is 


devoted to the handling of the de luxe and standard kits. 
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DECEMBER 


VICE-PRES. BACKUS MARKS 
HIS 20th YEAR WITH U.S. I. 


Arthur A. Backus, 





Vice-President in 


Charge of Production of the U. S. Indus- | 
trial Alcohol Co. and the U. S. Indus 
trial Chemical Co., Inc. has just com- 


pleted his twentieth consecutive year of 
service with U.S.I. 

Beginning as re- 
search chemist, he 
became in turn, 


Production Man- 
ager and Vice-Pres- 
ident in Charge of 
Production. 
Among the devel- 
opments to which 
Mr. Backus has 
contributed is the 





process for producing esters from dilute | 


acids (e. g., ethyl acetate from vinegar). 
The purification of Carbon Dioxide from 


fermentation of molasses occupied his 
arly efforts to find uses for the by- | 
products of alcohol manufacture. As a 


result of his endeavors this gas is now 
widely used in carbonated beverages. 

He has been responsible for many in- 
novations and improvements in the de- 
sign of distillation equipment. During 
the past three years he has directed an 
extensive program of plant rehabilita- 
tion and modernization for U. S. I. 


ADVANTAGES OF SOLOX 


(Continued from preceding page) 
vent power, but makes the mixture more 
efficient than either component alone. 

The aviation gasoline, present in 
amount of less than 1°, is virtually a 
negligible factor in the composition, but 
is of the highest type available and has 
good odor and quick evaporation char- 
acteristics. 

Thus, the main features of Solox are 
an excellent solvent power in all uses 
where industrial alcohol ordinarily 
employed, mild spiritous odor, 
from permit regulations and, an ever- 
important consideration—an economical 
cost. 

Solox enjoys a ready demand in the 
industrial finishes field as a solvent for 
shellac, gums, and resins, as a constitu- 
ent of paint and varnish removers and 
as a solvent for stains and dyes. A com- 
ponent of natural and artificial leather 
coatings is another important use of this 
all-purpose solvent. Many chemical spe- 
cialties, cleaning compounds, insecti- 
cides, polishes, cements and the like find 
Solox a most acceptable solvent. 

Regular Solox, however, because it is 








is 


Research Director, | 


freedom | 


lvertisement 


LCOHOL NEWS 


Railroads Use Super Pyro 


To Protect Air Cylinders 
Railroad travel is made safer dur- 
ing the winter seasen through the 
use of Super Pyro. Last winter a 
number of Eastern railroads applied 
a quart of U. S. I.’s money-saving 
anti-freeze to locomotive air reverse 
cylinders and valves which have a 
tendency to “freeze-up” in cold 
weather. Just as in automobiles, this 
application of Super Pyro calls upon 
its ability to prevent rust and corro- 
sion as well as to provide anti-freeze 
protection. 

Standard 
the Super 


j 


to blow out 
Pyro after every ten 
hours of use, since moisture from the 
compressed air dilutes the alcohol. 
Loss due to operation of the gear also 
makes regular replacement necessary. 


FIND PHENOLPHTHALEIN MORE 
SOLUBLE IN ACETONE MIXTURE 


Studies on the solubility of phenolph- 
' thalein, one of the common ingredients 
in many laxatives, have shown that it is 
three times as soluble in acetone as alco- 
hol. This was the report published in 
| the American Journal of Digestive Dis- 
eases and Nutrition. 
| Using aqueous-alecohol and aqueous- 
acetone mixtures—both containing about 
10 per cent water—the workers found 
that 100ce of alcohol solution held 7.8 
grams and acetone solution 21.1 grams. 
Pure water proved to be an indifferent 
solvent while castor oil was best among 
the oily solvents. 


is 


practice 











made from 190 proof denatured alcohol, 
and therefore contains about 5° water, 
is not suitable where the presence of a 
small amount of water is undesirable. 
Anhydrous Solox (water-free) is 
made from anhydrous S. D. No. 1 on the 
same formula as regular Solox. The ab- 
sence of water imparts new and valuable 
| features to Solox—and fits it admirably 
to extended uses in chemical industries. 
Because of its mild odor, Anhydrous 
Solox is particularly esteemed in prod- 
ucts which must be applied in confined 
or public places. 
In certain chemical manufacture re- 


quiring alcohol, water even in small 
amounts slows up the reaction, or re- 
duces the yield by forming unwanted 


by-products. For such uses, Anhydrous 
Solox will be found both serviceable and 
profitable, 
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TECHNICAL DEVELOPMENTS 





this 


aried 


The items column are gathered 


from many Further infor- 
mation may be obtained by writing to U.S.1. 


in 


Sources 
US | 
Odorless cocoa butter of U. 


can be produced at lower 
process announced recently. 


S. P. standard 
cost by a new 
The developers 


of the method state that manufacture in 
this manner will make available a domestic 
supply selling at approximately 25% lower 
than the imported product. 

ae 
Two new water-soluble waxes have been 
offered to the cosmetic and allied indus- 
tries. Both are glycol esters, one being the 
distearic ester of diethylene glycol. The 
manufacturer reports that practically all 
types of cream can be made with these 
waxes 

Us % 
A mill to disintegrate raw vegetables, 


fruits, etc., was announced recently. It i 
claimed it reduces material without ex- 
tracting the vital elements. A % h.p. motor 


is used for power. 

us ! 
Zirconium oxide, a new white pigment, is 
now available for face powders. It is de- 


scribed as twice as heavy as titanium oxide, 
and has a cream-white color. 


US| 


A thin film which holds perfume when ap- 
plied to the skin is described in a recent 
French patent. Cellulose acetate is heated 
for five hours with dilute alcohol, cooled to 
39° C., combined with perfumes and allowed 
to gel. The gel melts at temperatures above 
39° C, and evaporates, leaving the thin film. 
GY Fd I 
Manufacture of garlic 
jectionable 


juice free from ob- 
features of that vegetable and 


rich in vitamins A, B, and C, has been re- 
ported. The juice is supplied in concen- 
trated form. 

» S 4 


Foam for fighting flammable liquid fires is 
produced mechanically rather than chemi- 
cally by a new method. A stream of water 
is converted into a stream of continuous 
foam by a special nozzle, according to the 
maker. The nozzle draws a foam making so- 
lution and air into the water stream. 


U3 3 


Tablet tins can be filled and closed auto- 
matically states the manufacturer of a new 
machine. Paper for the bottom liner is in- 
serted into the tin which has been placed 
open in the pocket of a conveyor. After the 
tablets have been inserted, three at a time, 
the top liner and inspection slip or circular 
are enclosed and the cover pressed down. 


Us 


Charts illustrating a 
determining the contents of 
by stick measurements may 
writing to U.S. I. 


method for 
54-gal. drums 
be secured by 


simple 








U.S.INDUSTRIAL ALCOHOL Eo. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


DENATURED-All Formulas e 
SOLOX-The General Solvent e 


SPECIALLY 


Executive Offices: 


O( ) Ea sf 42nd Stre et, 


ETHYL ALCOHOL 


COMPLETELY DENATURED-A//] Formulas e 


U.S. 1. Pyro Brand DENATURED ALCOHOL 
PURE (190 PROOF) TAX PAID—TAX FREE 


3. 1.—U.S. P.-Ethyl e« WEBB'S 


New York, N. Y. 


3-Ethyl 


ANHYDROUS-Denatured ee ABSOLUTE-Pure 


e SUPER PYRO Anti-Freeze 


Branches in all Principal Cities. 




































SHAMPOO 
BASE SOAPS 
Coconut Oil—60% Anhydrous 
All Colors 
Olive Oil—60% Anhydrous 

Natural Only 


Coconut Oil—50% Anhydrous 
All Colors 





LIQUID 
SHAMPOOS 


Coconut Oil — 30-35-40-45% 
All Colors—Perfumed 


Olive Oil—Natural Only 


80% Pure Olive Oil 
20% Coconut Oil 


Castile Soap—Natural Only 
Made from U. S. P. Castile Soap 


BAR SOAPS 
Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


POWDERED and 
GRANULATED 
Castile U. S. P. 
Coco-Castile 50-50% 


Pure Coconut 


0,08 © 


q) 4 
KBANICH SOAPCO. 


54-60 RICHARDS ST. BROOKLYN, N.Y. 
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MEMO 


to Discriminating Perfumers 





You, who know the profit and reputation 
that result from offering only the highest 
quality preparations, will immediately recog- 


nize and appreciate the remarkable merit of 


OlL LAVENDER 
ALTITUDE 


It costs more than inferior 


oils; — it’s real Lavender. 


Selected from the finest producing regions, 
representing the highest standard in quality, 


odor, uniformity. 


“I Ofsefte Sffence Diftilfers” 
WwW. J. 8USri & CO. 


INCORPORATED 


NEW YORK, N. Y. 


LONDON 
MESSINA 


MITCHAM 
GRASSE 
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som of Florida 


The Grapefruit Blos 
Blends well with Gardenia or can be used alone for a new 


note of the present vogue. ... For Perfume, $24.00 per pound, 
tor cosmetics, $8.00 per pound. Sample ounce, $1.50. 


WARREN E. BURNS, w< 


325 WEST HURON STREET, CHICAGO, ILL. 
11 WEST 42ND STREET, NEW YORK CITY, N. Y. 


ESSENTIAL OILS, AROMATICS AND FLAVORING PRODUCTS, FRUIT JUICES AND CONCENTRATES : CITRUS BY-PRODUCTS 


LA PARFUMERIE MODERNE 


| A Monthly Review Devoted To The 
















Perfumery And Allied Industries 


FOUNDED 

IN 1908 - —_ ; 

La Parfumerie Moderne publishes the most com 

plete Technical and Practical Articles on Essential 

Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, ete. 


ia Parfumerie Moderne publishes its principal 
articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 








LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 


| 
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70,000 lbs per month 





Visit our plant and convince yourself that we produce sun-bleached beeswax exclu- 
sively. Our facilities include 142 bleaching racks, each 150 x 5 feet, enabling us to 
produce 70,000 pounds of K.K. pure beeswax per month. 


@ SUN-BLEACHED AND YELLOW BEESWAX 


KOSTER KEUNENe 


SAYVILLE (LONG ISLAND) NEW YORK 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL 


AMBERGRIS SYNTHETIC LUMPS 


A product that has met with universal approval by practically all perfumers who have 











experimented with it. 4 Ambergris Synthetic Lumps have the unique property of 
preventing or overcoming the earthy odor often present in raw materials used in face 
powders and allied products. § Write us for information how to prefix your face 
powder to overcome the above objectionable feature and to improve the perfume 


value of your product at a slight additional cost. 


PRODUCT OF P. R.~. DREYER INC. 


METHYL NAPHTHYL KETONE 


of absolute purity A basic aromatic chemical found to be most useful for 
imparting a desirable orange blossom odor. § Write us for quotations and also for 


information on other Vanillin Fabrik products. 


PRODUCT OF VANILLIN FABRIK 


P, KR. DREYER INC, 


12 EAST 12th STREGT ’ NEW YORK 
LOS ANGELES, CALIF. NEW ORLEANS, LA. ST. LOUIS, MO. HOUSTON, TEXAS 
SAN FRANCISCO, CALIF. CHICAGO, ILL. CINCINNATI, O. DES MOINES, IA. 

KANSAS CITY, MO. DETROIT, MICH. BALTIMORE, MD. PHILADELPHIA, PA. 
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peer TOR BETTER CREAMS ~<~~~<~ 


Our lanolin absorption base Protegin X 
contains three times as much free cholesterin as lanolin. 
Protegin X zs odorless, non-tacky and contains no free 
lanolin. Use tt tn your nourishing creams for zts cholesteren 


value and as an emulsifier. - ~ - - . 


v 


pee | GOLDSCHMIDT °° «<<< 


1I53 WAVERLY PLACE e NEW YORK 


2260 E, 15th St., Los Angeles @ = 245 Union Blvd., St. Loui . 325 W. Huron St., Chicz e 80 Boylston St., Boston 


SNOWFLA K E BEE Sw A x oan tineees 

















THE finest beeswax, bleached to snowy whiteness and 100% pure..... 
The ideal base for really fine creams. Samples and quotations on request. 


E- Ae BROMUND co. rao aeienganet seen oe Rian 


BLEACHERS AND REFINERS OF BEESWAX ESTABLISHED 18686 0 
DIST sane TORS 
FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Il. C. L. TORNS, 619 Clark Ave., St. Louis, Mo. R. PELTZ CO., 112 S. 16th St., Phila., Pa. 
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Write for | 
freecopy | Compagnie 
of the one | Duval 


BRITISH 
Trade | FP cn to pou their 


Journal 

Cordial Greetings for 
which deals exclusively with the 
evolution, packaging and market- a Merry Christmas, 
ing of Soap, Perfumery, Cosmet- 
ics and allied products. ‘SOAP, and best wishes for 
PERFUMERY & COSMETICS” b 
is the accredited organ of the in- 


a happy, prosperous 


dustry throughout Great Britain 
and the British Empire. Its news 
and technical articles are up-to-min- New Dear » » » » » 
ute and the journal is really in- | 

dispensable to all engaged in the 


industry in any part of the world. , 
inna @ 
One year—$3. Two years—$5 | e 


SOAP | COMPAGNIE DUVAL 


DERFLIMERY | eee 
& COSMETICS | . 


102-5 Shoe Lane, Fleet St. 
LONDON, ENGLAND 
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Manufacturing 





Published Monthly by LEONARD HILL LIMITED 


17, Stratford Place London W.I. England 
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ESSENTIAL OILS “oA iira 
we have been supplying the | A B O N | T A 


BEAUTY 
‘COSMETICS 


QUALITY ¢ QUALITY ¢ QUALITY 


careful buyer 


for three score years: 


Oil Bay 


me > CO 














Bois de Rose Brazilian ° Hand-Made Velvet Finsih . 
_ l 9 POWDER COMPACTS Q 
“ Cassia Redistilled U.S.P. U Hand-Made Velvet Finsib U 
- A ROUGE COMPACTS A 
“  Cananga Rectified L L 
; | oy *Truly Indelible I 
“ Geranium African | LIP STICKS T 
Y : Y 
” : Truly Indelible 
Geranium Bourbon , CREME ROUGE . 
- Lemon Italian Q Eye Shadows Q 
. U EYEBROW PENCILS U 
“ Orange Italian A A 
L COSMETIQUE—( Mascara) L 
“ Peppermint Natural I FACE POWDERS IN BULK I 
. . af T : ; T 
“Peppermint Redistilled > Abonita or your Formula . 
ROUGE POWDERS 
4 : Creme Rouge—Eye Shadow— in Bulk 
Q ‘ , Q 
U *We have a Super-Quality Indelible U 
° Lip Stick 
Vanilla Beans : Pats : 
I Every Product Highest Quality I 
We carry complete stocks of the various T Purest Ingredients Fully Guaranteed T 
qualities, and will be happy to submit Y Y 
samples and quotations at your request. rs, 
TAP-IT-PAC 
Tonka Beans ie 
“The 
We cordially invite your inquiries. 
TAP-IT-PAC 





DISCS 


to Fit Your Own Cases — Your Brand. The Faultless Loose Powder Device 


QUALITY ¢ QUALITY ~°* QUALITY 


ABONITA 





ARTHUR A. STILWELL & C0. 


a 


INCORPORATED Q 
- IMPORTERS - EXPORTERS - MANUFACTURERS - U 
A o 
601 W. 26th ST. 350 N. CLARK ST. | 1 COMP — _ sneiien 
NEW YORK CHICAGO . 31 Years of Quality Service to the 
“4N UNIMPAIRED RECORD SINCE. 1878" Y Manufacturing Trade 





24 to 30 So. Clinton St., Chicago, Ill. 


os 
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6 Y nea eae 
F When you geta beautiful odor be sure it is ° 
fully present for “her”... Miss Ultimate Consumer. . . 4 
or your money is wasted. 4 
‘Fixatives adaptable to every purpose are create sd in our re- 
search laboratories. Save mone Vi Investigate our complete line 
now in use. Creams, soaps, face powders, lipsticks and 


cosmetics of all kinds may be so stabilized that the life 


AGFA LABORATORIES 


8 et: > Birth ipiace of Le ading 


ERFUME ODORS ———— 


of your odor will be materially increased. 
Bring your problem to AGFA’s Aromatic 
mboratories. No obligation. of commas 


FALE PUWDER BASE 7 





An Excellent Book 
on Flavors 


LAVOURING Materials, 

Natural and Synthetic,” by 
A. Clarke, F.C.S., contains much 
practical data which the author 
has gathered from years of expe- 
: rience in a chemical and techni- 
Your cal capacity with the foodstuff 


CAPPING and beverage trades. 


Problem 


This is the most comprehensive 


made Easier 
done Faster 
more Economically 


THE Hy-Speed WAY 


book on the subject yet pub- 
lished. Twelve chapters, eleven 
illustrations, 166 pages, bound in 
cloth. 


Price $3.00 
Send for Explanatory 
Bulletin and Free Trial 
Offer 


ALSOP . ROBBINS PERFUMER COMPANY, Inc. 


Engineering Corp. 9 East 38th St. New York 
Milidale, Conn. ae 
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TELEPHONE BEEKMAN 3-3156-3162 
e * N CABLE ADDRESS PARSONOILS, NEW YORK 


IMPORTS ANN STREET 


AN 5 5 
PLYMOUTH ORGANIC LABORATORIES - INC: NEW YORK: N- “Y°U-S-A- 


PLYMOUTH ANHYDROUS LANOLIN U.S.P. 


We sell this Lanolin especially for drug and cosmetic purposes. 
It is particularly light in color, of firm body, of quite pleasant 


odor and of a very uniform quality. It is, of course, a full 


U.S.P. grade. 


lt is refined by a process which insures that it will turn lighter 
with age, which gives you the assurance that when used in 
cosmetic creams there will be no discoloration or darkening of 


your product. 
® 


A complete line of Cosmetic Raw Materials 







Your IMMEDIATE ATTENTION IS 
CALLED TO THIS NEW No. 17 Type A 
IMPROVED AUTOMATIC TUBE FILLING, 
CLOSING AND CRIMPING MACHINE 
for SEALING COLLAPSIBLE TUBES 


The famous COLTON CLOSURE machine has 
been greatly improved and simplified. It now 
offers you these new advantages: 


l Motor is underneath, out of the way. 
2. Equipped with REEVES drive for speed control. 
3 


New design filling head makes machine operation more 
smooth than before 


4. Start and stop push button switch. 

5. Two handy levers. One for starting machine proper. 
One for stopping starting filling me .chanism. 

All of these improvements yet no increase in 

price. Write today for a sample tube and _ full 


information on this machine. 


ARTHUR COLTON CO. sétrcitMicticaN 
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Now ready— 





Partial list of 


subjects covered 


Acne and Facial Blemishes 

Astringents 

Baldness 

Bleach 

Clays 

Cleansing Lotions 

Cold Cream 

Corns, Calluses. and Warts 

Depilatory 

Eye Preparations 

Face Powder and Rouge 

Hair Dyeing 

Head and Body Lice 

Lip Preparations 

Nail Preparations 

Oral Preparations 

Permanent-wave Preparations 

Deodorants 

Poison Ivy 

Reducing Agents: Action on the 
Skin 

Ringworm 

Shaving 

Sunburn and Sun Tan 

Tissue Cream 

Vanishing Creams 

Vitamins and Hormones 

Cosmetic Colors 

Outline of Perfumery 

Weights and Measures 
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the first book to give you 
action and purpose 
in dermato-cosmetics 


of 450 official and unofficial 


drugs and chemicals 


COSMETIC 
DERMATOLOGY 


By Herman Goopman, M. D. 
With a foreword by S. L. MayHAM 
Editor, The American Perfumer 


591 pages, 6 x 9, $6.50 
This book gives you: 


and therapeutics (other than perfumery). Name, action and purpose in 
dermato-cosmetics, synonyms, common trade names, source, physical char- 
acteristics, solubilities, incompatibilities, ete. 


54 chapters covering field of 
Cosmetic Dermatology from 


acne to vitamins and _hor- 


l Dictionary of Ingredients. 260 official, 190 unofficial drugs used in cosmetics 


delimits non-medical from med- 


mones. Frankly discusses ical functions 
the problems and _ special 
features of the topics to- fully indexed and _ cross-refer- 


gether with definite sugges- 


; . enced 
tions for Improvement. 


more than a recipe book; gives 


Formulary of more than 
31200 cosmetic preparations. the what, why, and how of bet- 
Prepared and __ shelf-tested ter cosmetic preparation 
under the author’s  super- 
vision. Distinguished by ra- dispels the notion that formulas 


tional physiology, consistent 
chemistry, usefulness, and 
appearance. 


found in print are “no good” 





Examine this new book 10 days on approval 


SEND THIS COUPON 


Book Department, Robbins Perfumer Co., Inc., 9 East 38th St., N. Y. C. 


Send me Goodman's Cosmetic Dermatology for 10 days’ examination on approval. In 10 days I will send 
$6.50, plus a few cents for postage, or return book postpaid. (We pay postage on orders accompanied 


by remittance.) 


Name . 
Address . ‘ . Position . 5 iat ea ee ame. a 
City and State ies ait .,Company AP-12-36 


(Books sent on approval in U. S. and Canada only.) 
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Les PARFUMS 
de FRANCE 


The only publication edited in 
the World Center of the Floral 
production. Luxuriously edited 
and illustrated; published with 
English translation. 


Supplies all the news relating to: 


—cultivation of plants used in 
perfumery; selections, new 
types, hybrids; crop reports... 


—methods of obtaining natural 
perfumes, essential oils, their 
isolates, etc... . 
—findings of our research staffs 
in Grasse and Paris; studies of 
raw materials; new methods of 
analysis; new ways of detecting 
frauds... 

| 

| —suggestions for compounding 

| floral or bouquet odors; work- 
ing of formulae, etc... . 


| Subscription rate: 100 Francs 
Les Parfums de France 


51, Avenue Victor-Emmanuel III 


PARIS (8°) 


December, 1936 


Modernize 


your cosmetics and toilet prep- 
arations and increase their 
effectiveness and sales appeal 


with 
1 TL 13 


ng, detergent, 





PAY Us NaIAw atl 
emulsifying, FI 


Intramine C. Improves ordinary 
soap shampoos: stabilizes them — in- 
creases their cleansing qualities — 
makes them more efficient when used 
with hard water. Stabilizes bath oils 
—increases odor value of perfumes 
used. 


Intramine §.  Stabilizes oil sham- 
poos — prevents eventual development 
of obnoxious odors—increases cleans- 
ing properties. 


Intramine DX. For soapless, foam- 
ing dentifrices. Increases cleansing 
action—cuts down deposition of tartar 
on gums and teeth—makes flavor last 
longer. 


Intramine P.C. Increases _pentrat- 
ing and detergent properties of cos- 
metic creams and beard-softening 
properties of shaving creams. 


Offered without restrictions 
Send for Laboratory Data on 
applications of Intramine in 
which you are interested. 


VAN DYK & CO. 


Incorporated 1904 
Pioneer American Manufacturers of 


AROMATICS 


Executive Offices and Works: 


57 Wilkinson Ave., Jersey City, N. J. 


ATG 


105 











PROFITABLE REBUILT | PAPER BOXES. 
EQUIPMENT 


Take advantage of the unusual ** hard-to-find” 
equipment listed below! “ r a Ti 


1—Stokes No. 2C piston type Tube Filler, motor driven. 2516 ATLANTIC AVE 


I—Stokes No. 2B pressure type Tube Filler, motor driven. 

I—U. S. Bottlers Combination No. 4 Unit, consisting of Filter with BROOKLYN.N.Y., 
pump and motor and 6 spout Syphon Bottle Filler. 

i—Karl Kiefer Diacell Filter, complete with Packer. 

3—Paul O. Abbe No. 3 Eureka Jar Mills. DICKENS 6-8540 

—Day 30 x 20” Steel Ball Mill—for rouge. 

t—Day 12” Ointment Mill, motor driven. 

1—Pfaudler 75 gallon, Glass Lined, steam jacketed Kettle, with 
motor driven Agitator. 

3—Pfaudler 150 gallon tilting type Glass Lined rouge and powder 
Mixers, with double motion agitators. 

12—Pfaudler and Glascote 20 to 75 gallon Glass Lined Tanks. 

i—World Improved, Model S, Labeling Machine. 

4—Day 50, 200, and 2000 Ibs. Dry Powder Mixers and Sifters, 
motor driven. 

3—Day and Robinson 100 and 600 Ib. Dry Powder Mixers and 
Sifters. 

I—Day 400 lb. Dry Powder Mixer and Sifter, steam jacketed, motor 
driven. 

4—Day 800 Ib. Dry Powder Mixer, steam jacketed. 

i—Day 40 gallon Pony Mixer, motor driven, with enameled cans. 

i1—Day 4 speed Gem Cream Mixer, motor driven. 

i—Karl Kiefer 100 gallon re-circulating Percolator with pump 


and motor. 

1—Rotex Sifter, 20 x 48”, motor driven. 

3—Colton No. 2B Tablet Machines, up to ' 2” dia. 

1—Stokes H Tablet Machine, up to 2” dia. 

I—Theo. Walter 3’ dia. Copper Vacuum Pan with catch-all and 
condenser. 

2—Stokes, Kiefer & Goldman 72 and 80 spout Bottle Washers, 
motor driven. 


Also a complete stock of Kettles, Mixers, Filters, Pumps, etc., etc. 


“We buy from single items to complete plants.’’ 


STEIN-BRILL CORP. 


Agent for George G. Rodgers Co. 
187 Varick Street New York, N. Y. 
Cable Address:—Bristen Tel. WAlker 5-6892-3-4 








NOILONILSId f? 


PERFUMES, COSMETICS & SOAPS 


by WitiiaM H. Poucuer, PH.C. 
NEW EDITION OF THIS STANDARD WORK NOW READY 
IN THREE VOLUMES 


VOL 1 A dictionary of perfumes and cosmetic raw materials. 
Hundreds of new raw materials have been added in this 


4th Edition as 
new edition. 


VOL II The new fifth edition of Vol. II is devoted exclusively 
, to Perfumes and Perfumery. Cosmetics and Soaps are 


Sth Edition now treated separately in a new Volume III. 


VOL III Treats of the actual manufacture of Cosmetics and 
; Soaps and contains explicit directions and numerous 
working formulae for each type of preparation. 


Ist Edition 





ORDER YOUR COPIES TODAY! 


BOOK DEPT., ROBBINS PERFUMER CO., Inc. 
9 EAST 38th STREET . NEW YORK 
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Gaim 
modernized packages will not sell 
( antique ) 


FACE 
The Modern and up-to-date | POWDER 


Face Powder employs aie 
tied CEA FRO 


“COTTRELL PROCESS” TALC 


Sole Distributors: 


Whittaker, Clark & Daniels, Inc. 


260 West Broadway 
LAE A New York City Is oeieseeeetentnenensienemnennnemeneeennemennemaneaneeenaammeel Es 





Consulting Chemist Manufacturing Chemist 


JOSEPH L. STUMMER, ase. pap. 


CONSULTATION AND INDIVIDUAL INSTRUCTION IN THE 
MANUFACTURE OF MODERN COSMETIC PREPARATIONS 


VEW FORMULAS DEVELOPED 


mination and supervision of raw and finished products 
Analysis of cosmetic and toilet preparations 
Chemical and microscopical examinations 
Supervision of processes of manufacture 
Research problems and investigations 


Microphotographic work 


23 East 20th Street 
Phone: ALgonquin 4-9895 New York City, N. Y., U. S. A. 
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> 
Tea sa o 
No 1200 
" . ' . | Fine hand 
witl k m \ ( ; made vials 
} << ~ Orange top 
tn0s ve f ev special per 
you re « ' r fume stop 
in and w % \d { } per with 
| glass rod 
sampl oO a } 
. e' Can supply 
u . ‘ or boxes to fit 
No 53—For PER Perfurm etc r% and % 
ment Nc l Brid No. 105 DOLL FUME With ivory lvory cap, with oz. siz 
q Favor Witt BOTTLE Wit cap; glass applicator ulass applicator oo 
without box and r ivory cap Boxes or without box brus’ or plain. Boxes brush, or plain . > 
W rite ay if wante and cork if wanted Boxes if wanted «. 





és LASS PRODUCTS CO... 


, Brooklyn, N. Y 


New York: L. A. Barber, 74 S. Portland Ave 


HESE are only afew popular items from our varied line of standard 
and novelty bottles for perfume and toilet preparations. 



























GLASSWARE _\VineELAND, NEW 


Chicago, Ul.: E 


JERSEY 


Atlanta, Ga.: Warren M. Curry, 2895 Peachtree St. Marx & Co., 308 Washington St 





SPEED UP PRODUCTION 


WITH 


ERTEL 
HAND BOTTLE CAPPERS 


BettLe capping is one pro- 
duction cost you mow can 
cut. An Efrtel Hand Bottle 
Capper requires no_ electric 
power ... no installation cost 
. no maintenance costs . . . no 
great initial cost. $9.75 is the 
price. And the up and down 
motion of the arm is the only 
human effort. 


A bottle is capped with every 
stroke. No wrist motion. 


Speedy and adaptable to any 
screw cap up to 43 m/m. Various 
size chucks available. Send cap 
with order for size. 


ERTEL 
ENGINEERING 
CORPORATION 


Dept. F, 120 East |6th St. 
New York, N. Y. 








Pure 
Dependable 
Uniform 
QUALITY 
STEARATE OF MAGNESIUM 


MAGNESIUM 


Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 
out under the puff like the finest pollen. Made 


to satisfy most exacting requirements. 

STEARATE OF ZINC 

Odorless, Impalpable. Pure White. Water Re- 

sisting. Great Adhesiveness. Light or Heavy as 

desired. Highest standard of Purity and Uni- 

formity. 

We manufacture the foregoing on a large scale. Prompt 

| deliveries in any quantity from one barrel to a carload. 

STOCKS CARRIED: 

Los Angeles, Kansas City, 


San Francisco, 
New Orleans 


Louis, 
Moines, 


Chicago, St. 
Mo., Des 


Telephone SUnset 6-1337-1338 


Chamical Product» Co. 


53-33rd Street; Brooklyn, N. Y. 















Giese’s Filter Papers are the Best! 


Heavy Linen 


15 inch, 





Bale of Filter Paper 


Fibre 
of Large Quantities—Very Strong 

13 inch, 55 1 

55 lb. Bales 

55 | 


18 inch, 5! 


Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N. Y. C. 


Filler 


Paper for Rapid Filtration 


PACKED AS FOLLOWS: 


b. Bales 110 lb. Bales 
55 lb. Bales 


55 lb. Bales 


20 inch, 
24 inch, 
b. Bales 26 inch, 

32 inch, 55 lb. Bales 


Also folded 


packed in cartons 





Folded Paper 
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PK. SHIPKOFE & CO. 


Kazanlik . Bulgaria 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 














~—6COTTO ROSE | 








SHIPKOFF’S OTTO of ROSE® 


e Own Distillation . . . is always uniform 


and of one quality only ... the BEST 


Distributing depots: @® NEW YORK e LONDON 
PARIS ” GRASSE ° HAMBURG 






..-- at our expense ! 





PROVE the superiority of this 100% Pure 


White Beeswax. Numerous leading makers of fine 
creams and _ cosmetics have standardized’ on 
WHB Super-Bleached 100% Pure White Beeswax 

. they have found it the perfect ingredient for 
perfect creams ... creams that retain their enviable 
whiteness and velvety texture ... creams that never 
disappoint consumers. 





















These firms also find it economical to use WHB 


Beeswax. It takes less to do the job well! 















Send today for a complimentary sample box for 


comparison and experimental purposes. It is yours 
for the asking! 


The W. H. Bowdlear Co. 
SYRACUSE e NEW YORK 

Branch Offices: 
CHICAGO: Riviera Products Co., 215 W. Ohio St. 
BROOKLYN: L. A. Barber, 74 S. Portland Ave. 
DETROIT: J. L. Matthieu Sons, 1383 Cadillac Blvd. 















BEESWAX 







HEADQUARTERS FOR ALL KINDS e 
OF WAX FOR COSMETICS 
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REBUILT EQUIPMENT 


PARTIAL LIST 


2—Colton No. 3 Comb, 
Machines, motor driven. 

i—Stokes gear type, motor driven Tube Filler. 

i—Urie Universal piston type Tube or Jar Filler. 

I—Colton No. 2 Comb. Tube Closer and Clipper. 

2—Colton No. 2-B single punch Tablet Machines. 

i—Stokes ‘‘Eureka"’ hand Tablet Machines, up to '/,”. 

2—Stokes Rotary ''D'' 16 punch Tablet Machines. 

Dry Powder Mixers, several with sifters, lab. size to 4000 Ib. 
capacity. 

5—Pony Mixers, Day and Ross make, 8 and |5 gals. 

5—Ermold and World semi-automatic Labelers. 

3—McDonald ‘Weeks'’ type Automatic Labelers. 

I—U. S. Bottiers 22-spout, monel fitted Rotary Vacuum Bottle Filler. 

i—Pneumatic Scale Samco Jr. 6-spout Bottle Filler. 

i—Portable Bottle Filler, 3-spout handle, pump and motor. 

i—Lilliput Label Gummer, motor driven. 

I—U. S. Bottlers No. 3-Disc Filter, five plates, 12” dia. 

I—National auger Powder Filler and Weigher. 

I—American scale Powder Filler and Weigher. 





Tube Filling, Closing and Clipping 


i—Ferguson “Packomatic'’ Powder Filler, Weigher and Carton 
Sealer. 

2—100 gal. Pfaudier Jacketed closed Giass Lined Kettles, ONE 
NEVER USED. 

2—200 gal. Pfaudier Jacketed closed Glass Lined Kettles, ONE 
NEVER USED. 


MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 
Grinders, Sifters, Screens, Colloid Mills, Filters, Filter Presses, 
Coating Pans, Tanks, Stills, Agitators, Pumps, Boilers, etc. 
Send for complete bulletin. 

SEND US A LIST. 


WHAT HAVE YOU FOR SALE? 


Consolidated Products Company, ix. 
14-15 Park Row 1} New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 





















T.L.BRAND «+ PURE WHITE 
Extra Quality ... U.S. P. and 100% Pure 







OVER 84 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES—ESTABLISHED 1852 












THEODOR LEONHARD WAX CO.., Inc. 
HALEDON, PATERSON, N. J. 









SHerwood 2-1444 





Long Distance Telephone 














tor: A. C. DRURY & Co., Ir 219 E. North Water St., Chicago, | 








CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


BUSINESS OPPORTUNITIES 


COSMETIC SPECIALTY TRADE-MARKED BUSINESS estab- 
lished over 10 years; total sales over half million; steady repeat 
business; sales volume will immediately react with advertising; 
listed with largest 5 & 10 chains, drug, department stores. $10,000.00 
will handle. Address B. O. No. 2231, The American Perfumer. 


FRENCH CONCERN, specialists in Fine Colors for Perfumers, 
wishes to establish connection with well introduced firm, for sale 
to Perfumery trade. A. de Laborderie, 96 Rue Victor Hugo, Ivry- 
sur-Seine, France. 


HELP WANTED 


SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 


The EDWARD T. BEISER COMPANY, Inc., Stamford, Connecti- 
cut, enjoying a 25 year reputation for dependable perfumers’ mate- 
rials thruout the trade now has a permanent and highly remunera- 
tive association to offer the salesman who can qualify. Write direct 
for appointment. 


SITUATIONS WANTED 


EXECUTIVE TYPE SALESMAN—several years’ experience in 
the essential oils and cosmetic line, speaks and writes French and 
English fluently, now employed, will go anywhere. Recommended 
by W. C. Johnstone, Inc., Advertising, 385 Fifth Avenue, New York. 


Want a JOB? 


A few lines in our classified columns have helped 
to land many a job. And if you’re on the hiring 


end, you 


CLASSIFIED 
9 £—. 38 e 
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should consider 


ADVERTISING DEPT. 
NEW YORK ° 





the medium. 


same 


The AMERICAN PERFUMER 
A ROBBINS PUBLICATION 


The American Perfumer 





10 REASONS 


TRADE-MARK 
REGISTRATION 


for 


l1_ Registration is prima facie proof of 
ownership of the trade-mark. 


2 Registration grants to the owner the 
right to oppose infringing trade-mark ap- 
plications. 


3 Registration warns others having a 
search made of the Patent Office records of 
the existence of the registration. 


4 Registration grants the right to pre- 
vent the importation of foreign goods bear- 
ing the trade-mark. 


5 Registration gives the right to sue in- 
fringers in the Federal Courts irrespective 
of the citizenship of the parties or the 
amount involved. 


6 Registration presents the possibility 
of collecting treble damages for infringe- 
ment. 


7 Registration grants the right of a 
successful owner in a suit for infringement 
to demand the destruction of all infringing 
labels, packages and other printed matter 
carrying the infringing mark. 


8 Registration requires the infringer to 
prove all costs in the event of a judgment 
for accounting. 


9 Registration grants to the owner the 
right to employ the words “Reg. U. S. Pat. 
Office.” 


10 Registration is a necessary prereq- 


uisite to .registration in many foreign 
countries. 

















Mr.Alexander 
Says... 




















“This man 
watches his sales chart with a happy smile’ 


He knows the Carlova way of manufacturing and now devotes 
all his time to selling. 


He sends his containers and labels for his private brand cosmetics 
and toiletries . . . and when they are filled all he has to do is 
ship them out. In fact, Carlova will even do that for him. 


His sales chart is graphic evidence of his wisdom. His sales 
keep mounting instead of declining . . . because CARLOVA 
furnishes him with products of uniform quality and correct con- 
sumer-appeal produced under the personal supervision of Mr. A. 
Alexander . . . the kind of products consumers like on first use 
and ask for again. 


Three plants conveniently located—Memphis, Tenn.—St. Louis, 
Mo.—Binghamton, N. Y.—assure you of low freight rates. Large- 
scale purchases and production methods enable us to offer sur- 
prisingly low prices. Ask for samples! 


BRILLIANTINE : NAIL POLISH : ALL TYPES OF LOTIONS 


| PERFUMES : TOILET WATERS : ALL TYPES OF CREAMS 
HAIR TONIC : TALCUM 


ALL TYPES OF POWDERS 


BINGHAMTON 
NEW YORK 


CARLOVA inc. 


Wau 


Ub delta 


na 


MENOS MOST 
EVERYTHING 


COLLAPSIBLE TUBES 
CORK TOPS 
SPRINKLER TOPS 
DOSE CAPS 
SHEET METAL GOODS 


ESTABLISHED 1858 


CONSOLIDATED 


FRUIT JAR CO. 
NEW BRUNSWICK, N. J. 
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PATENT and TRADE-MARK DEPT. 
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9 EAST 38TH STREET, NEW YORK 





An old fashioned product 


worthy of your trial. 


A desirable adjunct to your 
present compositions 


whether Floral or Bouquet. 


Also excellent for use 


alone, in creams especially. CANADIAN TRADE 
Plain or Lithographed Tubes, of finest 
TRIAL OUNCE 50c quality. Prompt delivery assured. 


ALUMINUM SCREW APS 
* HAVING STICK BOXES, ETC 


BELMA Yunc DUREZ CAPS FOR JARS AND TUBES 
BLENDERS OF ODORS TOTHI COLLAPSIBLE TUBES 
TRADE FOR MANY YEARS & CONTAINERS, Ltd. 


243 W. 17th St. New York City TORONTO....CANADA 


cy 
In Brazil— ee 


BRASIL = | |p 
PERF UMIST ' | AT THE BUMARCK 


Ideally situated in Chicago. Cheerful, unobtrusive 
be service and guest rooms that offer the ultimate in 
excellent living. Famous dance orchestras and 
sparkling floor shows await you in the beautiful 
Walnut Room. 


—is the only publication 
devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 

Official Organ for the 
Association of Brazilian 
Perfumers. 


Rooms with bath, 
$3.50 up. 
Rooms without 
bath, $2.50 up. 





ALSAIALES. 


- 
~~ 


Circulates in all South 
American Republics. 


‘ 


Send for schedule of 
advertising rates and 
sample copy. 





os 
24 


- 
X 


ry hls dy 
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Caixa Postal 2894 


Rio De Janeiro, Brazil 


WOSILLEK 
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Always light in color, sweet in odor, and smooth in texture. 
Repeat orders of our Lanolin bring you the same fine 
quality that you received upon your initial requirement. 


Specify NIMCO and put uniform quality in your product. 
A U.S.P. PRODUCT 


Write for samples on your business letterhead. 


N. 1. MALMSTROM & CO. 


147 LOMBARDY STREET, BROOKLYN, N. Y. 


MODEL-S: IMPROVED 


EXCLUSIVE 
ni cis ‘Ill PRIVATE LABEL 
k COSMETICS 


Establish your own private 
label cosmetics by taking ad- 
vantage of Solo’s merchandis- 
ing idea service which is offered 


free of charge to SOLO clients. 


(America’s finest lipsticks. 
powders, rouges and_ lotions 
in package or bulk are crea- 


, ; ; , tions of Solo Laboratories. 

The most flexible labeling machine. Easily aie - 

; : ; Inquiries solicited. 
equipped for labeling any size bottle or 

jar. Many exclusive mechanical features, 

developed by manufacturing experience 


of more than thirty-five years. Sele 


Laboratories produce 
Economic Machinery Company every type of quality cosmetic. 


WORCESTER, MASS. 
SOLO LABORATORIES, INC. = 


Makers of complete line of automatic 
and semi-automatic labelers. 341 W. Austin Ave. Chicago, Illinois 


* FINE x 


FOR OVER HALF A CENTURY 


PAPE R | ..-.- TELL US WHAT YOU WANT 


EUGENE K. PLUMLY 
COMPANY 
N. W. Corner Juniper & Federal Sts., Philadelphia, Pa, 


December, 1936 





OUR CATALOGUE 
“WINTER 1936-1937” 
iS JUST OFF THE PRESS 


eo 


We are justly proud of this issue, and want to be certain that you receive your copy, 


On its twenty interesting pages you will find latest quotations on raw materials and listings of our 
own specialties for every application. We have included a store of information on aromatic chemicals, 


various and unique tables of conversion and short cuts for the man in the plant and laboratory. 


Make a NOTATION on your pad RIGHT NOW for December 15th! 
* Motify Chal. ‘Relt ot - Gac.. if J fade nol received _ catalogue.’ 
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This is a 
splendid smoothing and 
blending ingredient for 
soap perfumes. 


An 


THE NORTHWESTERN 
CHEMICAL COMPANY 


ORPORATEDO 188? 


The Largest Makers of Butyrice Ether in the W 


WAUWATOSA 





WISCONSIN 
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SHAMPOO BASES 


in cans—tubs—kegs—bbls. 


COCOANUT OIL BASE 


OLIVE OIL BASE 
BLENDED OIL BASE 
ALL COLORS 


LIQUID SHAMPOOS 


All types for the repacking trade 
Specializing in QUALITY SHAMPOOS for 18 years 


_ CLIFTON CHEMICAL CO., Inc. 


246 FRCNT ST., NEW YORK CITY 
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ANEW“STEP IN POWDER FILLING 


ECONOMYAAND VERSATILITY 


(ELM, weilhih 
GrshgaleleSES Cpl ta Ul 


Tue S&S Rotary Powder Filler is a 
speedy, accurate unit designed for — 
powder drums, small cans or canisters. is 
dustless in operation. A conveyor removes the 
packages, One operator should average as® 
many as 20,000 packages in an eight-hour day. % 6 So, 

‘ yf ol 


YG 


But that is not all. This same unit may also be 
used as a moderate-speed filler for larger ne | 


with the simple remeval of the rotary devi 
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It may then be adjusted to fill by gross weight, 
by packing, volume or auger, using the ¢ 
y 


of the auger as a measuring device. In this 

the method of filling best suited to,any par- 
et 

ticular package may be chosen. 


With the rotary device attached, for smaller 
packages, the pa@kages may”have a maximum 
diameter, or width, of three inches and a mini- 
mum of onginch. The height may vary from 

and“hree-quarter inches to one-quarter inch. 
“Used for larger packages, weights up to five 
grounds may be accommodated 
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STOKEQQMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Summerdole Ave., neor Roosevelt Bivd., Phila., U.S. A. 
British Office: 23, Goswell Road, London, E. C. 1 
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